{Ol 0) Mr litem), 10) 2 April 15, 1961 


ECORDER 


SPLAY: 
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Variety and value from 
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Warehouses: 44 64 District Boulevard , Los Angeles — 1010 Gratiot Street , St. Louis 
in Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 


For the young ones... 


For you — profits from | Fil: ‘ 
repeat sales of nationally plo. 
advertised children’s. ag hag si 
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LDREN OF ALL AGES 
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Allenite Tip. - 
Leather Sole. 

6% to 8B, C, D, E 
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Also in stock 
No. 4125 Black. 
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BILTRITE VEL VA-FLEX 


Natural fibrous appearance and feel. Developed for flats and casuals. 
Extremely light and flexible. Long wearing and economical. In uniform sheets. 


BILTRITE EVERFLEX 
Lightness and flexibity for flats and casuals. Durable and supple. In 


uniform sheets in full range of colors. 






BILTRITE FLEX-RITE 
Lightweight for better grade flats, medium and high heeled shoes. 
Wonderfully flexible and long wearing. In uniform sheets in popular 
colors. Also in men's and boy's molded soles which finish handsomely. 





BILTRITE HI-LITE 


Lightweight and long wearing for medium and high heeled shoes. Works 
very well on full breasted, high heeled shoes. In uniform sheets. 





BILTRITE 


LIGHTWEIGHT 
SOLINGS 















for VARIETY! 


No matter what your requirements, Biltrite has 
the soling. Light, flexible solings for any style, 
any price, any type of shoe. 

Quality-right, extra-light . . . if it's Biltrite, it's 
created to serve you best! Long wear plus uni- 
formity also help to answer all your needs. 


VARIETY by BILTRITE — that's your key to 
increased sales with lightweight soling. 





FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 


CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
in Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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Abuckicaw GIRL 
WEEK 


You’re in business 52 weeks a year with American Girl...the complete line that sells your 


customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... . styles for all females, teenage to forever. 
PPSSA - COLONIAL ROOM - SHERATON-ATLANTIC 


and all Regional Shows 
American Girl Shoe, 288 A Street, Boston, Mass 


New York Office Marbridge Butlding. 47 West 34th Street 
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WASHINGTON ALERT ., ccosce esse 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Advertising allowances 

The new FTC investigation of 
discriminatory pricing deals be- 
tween department stores and their 
suppliers does not include foot- 
wear. But there is no reason to 
believe the FTC thinks department 
store buyers of shoes are simon- 
pure in this regard. It means only 
that the FTC is confining the cur- 
rent investigation to department 
store buying of the following ap- 
parel: women’s and misses’ 
dresses, suits, coats, blouses and 
sweaters, and men’s and boys’ suits, 
coats, slacks, shirts, and sweaters. 

It's part of the FTC overall 
drive against illegal advertising 
allowances and other form of pay- 
ments to favored customers. Here's 
the key question in the new de- 
partment store questionnaire, now 
being answered by a selected list 
of more than 200 department and 
specialty store executives: 

“State whether the corporation 
has between Sept. 1, 1959, and 
Sept. 1, 1960, solicited or received 
either directly or indirectly pay- 
ments or anything of value either 
in the form of cash, merchandise, 
credit memoranda, payment for 
or a contribution toward the pub- 
lication of catalogs, advertising 
in newspapers or magazines, or 
new store openings, or promotions 
of any nature from its suppliers.” 


Links gold loss to imports 


The way to slow the outflow of 
gold from the U. S. is to slow the 
inflow of imports, Senator Robert 
C. Byrd (West Virginia Democrat) 
tells Congress. He reminds his 
colleagues that it’s our paying for 
big-volume imports that is lower- 
ing our gold reserves. 

“The real causing our 
gold outflow is the imports for 
which we have to pay in gold—the 
imports which are not only the 
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real drain on our gold reserves, 
but a drain as well on the sources 
of our fellow Americans,” 
clares. 

It’s unlikely that the Congress 
will act on Mr. Byrd’s suggestion 
this year, however. President 
Kennedy is pressing the Congress 
to accept his ideas on free trade, 
and most Democrats as well as 
Republicans are willing listeners. 


he de- 


import threat minimized 

A new study published by the 
Brookings Institution pooh-poohs 
the threat of imports. The authors, 
Walter S. Salant and Beatrice N. 
Vaccara, say the threat raised 
by imports is exaggerated. To 
cause even a one per cent drop 
in U. S. employment, imports 
would have to increase by more 
than $7 billion—a sum that ex- 
ceeds by many times the increase 
in imports possible under law, 
they calculate. 

The study, “Import Liberaliza- 
tion and Employment,” was pub- 
lished March 27. 


Purchasing power and 
taxes up 

President Kennedy's broad wel- 
fare program will boost purchasing 
power of U. S. consumers, at least 
until prices have a chance to catch 
up. But it will also mean increased 
taxes for merchants and employers. 
Kennedy's health insurance plan 
alone will cost an extra $1.5 billion 
to be raised through a complex sys- 
tem of gradual tax rate increases 
and a broadened taxable income 
base. His crash program to extend 
jobless workers benefits will cost 
another $i billion. Employers’ tax 
would be boosted “temporarily” 
from current 3.1 per cent to 3.5 
per cent. 


Updating Consumer 
Price Index 


The Bureau of Labor Statistics 
is updating its Consumer Price In- 
dex. The study will extend for the 
next two years, canvassing house- 
holds in 66 major U. S. 
revamp cost-of-living statistics, up- 
date information on how much U. S. 
families are spending and for what 
kinds of goods. Current price index 
is based on similar surveys made 
over 15 years ago. 


cities, to 


Population trends, new product 
lines, and increased family income 
in recent years have outdated much 
of the old information. The Con- 
sumer Price Index is the govern- 
ment’s most widely-used statistic. 
It is of great value to retailers and 
business planners. 


Trouble for pricing deals 

The Kennedy Administration is 
making it clear that it is stepping 
up its attack on business pricing. 
More and more, it is becoming 
evident that any group of sellers 
that match prices or attempt to 
divide up a given market are in 
serious trouble. 

What’s more, both the Justice 
Dept. and the FTC—the two gov- 
ernment antimonopoly agencies— 
are accelerating their activity. 

Paul Rand Dixon had barely 
put his feet under the new desk 
he occupies as chairman of the 
FTC when he declared that things 
were moving far too slow to suit 
him. He ordered the FTC staff 
to get busy and decide or dispose 
of some of the hundreds of pend- 
ing cases before the FTC. 

This is going to be a tough year 
for any company or officers caught 
violating the antitrust laws. The 
Kennedy Administration intends 
to pursue its “get tough” policy 
against all real or suspected law- 
breakers. 
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LETTERS 





Semi-monthly refresher course 

Hail the 300T AND 
RECORDER! 

You have created a semi-monthly 
refresher course, footwear school, 
and news report for the shoe in- 
dustry. Your shorter articles touch- 
ing a variety of important subjects 
have made your magazine a MUST 
for every shoe retailer and manu- 
facturer to read. 

Keep up the good work. Our in- 
dustry needs an organ that can stim- 
ulate good ideas and modern pro- 
gressive methods. 


new SHOE 


JACQUES GALE 
SHIRLEY SHOES OF OHIO, INC. 
CANTON, OHIO 


A great responsibility 

He who “guides” or leads is taking 
on a very great responsibility—and 
needs to be sure his lead is for all 
within the industry, and I am sure 
this responsibility is in good hands. 

Certainly, I liked the straightfor- 
ward manner of the book, I like the 
crisp opinion (lacking for years in 
favor of fence sitting) even the ones 
I do not agree with. One can al- 
ways correct a mistake, but he can 
do nothing with indecision—and of 
course I'do not imply there is error 
in the book. 

I think the new setup is a decided 
advancement and long needed 
will do much good. 

I would like also to say that I know 
how much time and energy and 
money and effort and patience have 
gone into this new venture. 

JAMES LEGG, VICE PRES. 
HEYDAYS SHOES, INC. 
ST. LOUIS 


A fine job 

The RECORDER in new dress is a 
job well done. 

It isn’t only the format that has 
been improved. The articles, the 
stimulating approaches to interest- 
ing industry subjects: fashion, mer- 
chandising, marketing, advertising, 
displays and so many other impor- 
tant phases of the shoe business— 
all seem to have a new vigor. What 
kind of vitamins did you feed your 
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people to get a job like this out of 
them? 

Seriously, you’ve done a truly fine 
job and my congratulations to every- 
one who had a talented finger in the 
pie. 

LEON A. FRIEDMAN, PRES. 
LEON A. FRIEDMAN ADVERTISING 
NEW YORK, N. Y. 


Likes the special articles 
It certainly is a fine piece of edi- 
torial make-up. I think it will be 
tremendously well received by all 
manufacturers and retailers. I es- 
pecially like all of the special articles 
and the various columns or depart- 
ments or whatever you call them. 
The “Shoe School” is certainly 
something all retailers should get 
tremendous benefit from. 
ROBERT N. BASS 
G. H. BASS & CO. 
WILTON, ME. 


Exciting format 


Congratulations on the new and 
exciting format unveiled in the 
March 1 issue of RECORDER. 
I know it must be stirring up 
huzzas throughout the industry, but 
we at Mannning were particularly 
intrigued in view of our work with 
International Shoe Company in de- 
veloping, for the 1960 Annual Re- 
port, an equally “new direction” to 
meet the challenge of a new decade. 
SUMNER P. AHLBUM, VICE PRES. 
THE MANNING PUBLIC RELATIONS 
FIRM 

NEW YORK, N. Y. 


Up to expectations 
Your first issue of the “new RE- 

CORDER” fully lives up to its expec- 

tations. I am sure that with this new 

format your magazine will continue 

to be the leader in the field. 
ARTHUR F. BROWN, PRES. 
REILLY, BROWN & TAPPLY, INC. 

BOSTON 


Very impressed 

Your long-awaited March first 
issue arrived yesterday, and I must 
tell you we are all very impressed 
with it. 

GERALD P. DEPPE, EXEC. VICE PRES. 

STORM ADVERTISING CO., INC. 
ST. LOUIS, MO. 

(MORE LETTERS ON PAGE 55) 





Point 
the way 
to extra 


profits 


Ga-litea 
TOE-SHAPERS FOR 
FASHIONABLE FOOTWEAR 


These little shapers — smartly designed 
to protect the latest in pointed toe styl- 
ing — in fresh feminine colors — give you 
big extra profits. Easy to display attrac- 
tively on your counter, casy to add to 
every shoe sale! 

Ga-Lite Shoe Trees are a fine value — 
sturdy for all their light- 
style preservers and shoe 
after rainy-day 
with 


wonderfully 
ness — real 
savers especially 
wear. Crafted of durable plastic 
spring steel handles to give firm pres- 
sure against the shank, 
without stretching deli- 
cate materials. (colors? 
Green, Yellow, Light 
Blue, Coral, White. 
Small, medium, large. 
Also available in 
rounded toe design.) 

Ga-Lites are packaged on a self-display 
card to sell themselves off your counter. 
And if you wish, each shoe tree will bear 
your store name, to keep on selling in 
milady'’s chamber. 


SPECIAL P.M. PROFITS! 
20¢ EXTRA ON EVERY PAIR! 
That's what Miller’s P. M. Special gives 
— on top of your regular mark up! Each 
pair bears a P.M. sticker. Twenty-five 
fill a redemption card worth $5.00 to you 
when mailed to us. 

That's good extra profit, or a sales- 
building bonus for your sales force! 
PRICES Retail $1.95 a pait 
YOUR PRICE $1.17 per 
Miller's P. M., 20¢. 

STOCK UP NOW! Write 0. A. Miller Today 

0. A. MILLER DIVISION 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


CANADA: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 


pair. Extra 
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DATES 


Major markets .. . 


Popular Price Shoe Show of Americoe, New 
ngland Shoe and Leather Assn. and Na 
tional Assn. of Shoe Chain Stores, S 
ton “/ antic and New Yorter Hotels 
Apr 
Allied Shoe Products Show, Spring-Su’ 
nee New York Trade Show Bldg 


Shoe Fabric Show, Spring Summer 


no . Assn Hote 





ymmrmer 19462 
Cow Statier + ) 
New York June 18-2! 
Nationa! Shoe Fair, Nationa! Shoe Manu 
focturers Aasn., National Shoe Retailers 
Assn. and Miami Beach Shoe Show, Inc 
Fontainebleau, Barcelono, Saxony, Sor 
rd Montmarte Hotels Vie 
3 


s ‘ 


rent 


ar 
Beach, F 


. . . and keep in mind 


Pacific Northwest Shoe Travelers, inc., Se 
ttle Fal! Shoe Fair, Olyme New Wash 

nd Stewort Hotels. Seattle... Apr 

In ndiona Shoe ‘revelers’ Assn Inc., Fo 

Foir, Claypo Hotel, inrianos 

Apr 

Desi igners Shee Guild, Fall Openings, mem 
s New York Week of Apr 

Factory Monagement Institute, Nationa 
b nufacturers Assn Netherland 
Ciacinact Aor 
North donations Factory Management Con- 
ference National Shoe Monufacturers Assn 
Shoe Monufocturers’ Association of 
Netherland Hilton Hote Cin 


te 


Michi roar Geanty coos on Michiga 
Reta 


erat 9 He sel 
Northwest Shoe Travelers 
t SG Po Hote! St 


West Coast Shoe Travelers’ Associates, 
Market Weet Alessandria Biltmore 
Vs on West Hotels Los Anceles 
Ohio ‘Show Travelers {Clwb, Foil Shoe 
Dethle H umbus, O 
Apr 
Mountain States Shoe Travelers Assn 
Shoe Market Albany Hote! Denver 
Aor 
Southeastern Shoe Travelers, Inc. Fal! Sh 
w. Heary Grady. Piedmont. Peachtree 
n-Peochtree and Dintler Plara Hotels 
Atlanta Apr 30-Moy 
New York Boot and Shoe Travelers Assn, 
Mo rhet Weel members h > 
iow Y Aor 
Southwestern Shoe Travelers Assn. Inc 
Fair Adolphus, Boter ond 
Hilton Hotels Dallas 
lowe Shoe Travelers Assn. Fo 
Des Moines Hote! Des M 


" 


Kentucky Tennewage Fall Shoe Fair 
ers Asan In Hote 

exinaton Ky 

Botton Shoe Travelers Assn., Fo 
Parter House Re ston 

Midwest Shoe Travelers’ Assn, F 
6 simer Mouse oston 

Mid Continent Shoe Travelers Assn 


e Show tore Hote Otiahor 


% tio May 
Mic higan Shoe Travelers Club, Fal! Shoe 
‘ Hotels 


Stotler Hilton and Sheraton 


C Detroit vy 
Accounting ond “Office Monoaement Clinic 
ehaee son stiona' Sh 


turers PR Rooteve!lt Hote 


Central States Shoe Travelers 

America all Shoe Show. Hote 
ynsas City. Mo 
Pennsylvania Shoe Travelers’ Assn 
Shoe Show, Hotels Penn-Sheraton 

ton House, Pittsburgh 

Morketing ond Distribution Monagement- 
Meeting [formerly Merchandisina 
National Shoe Manufacturers 
er Hilton Hotel, New York 

Market Research Institute, Notione 
Mo f act rers Assn Miam 


oe 


te! © be announced 
Chicago Shoe Show National Sh 
' ond Nationa! 
toilers Pg Palmer House 
Hilton Hotels c eh 


o 
Sh 


Foreign... 


Shoe Leather and Machinery Exhibition 
ENS sermany May 10 
British Upper Leather Fair, St. Ermins 
Hotel, London Moy 
Footwear Components Exhibition, Waoshing 


ton Hotel London nglond 
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WALK-OVER 


WORLD RENOWNED SHOES 


Super Cushion 


VEL-FLEX™ 


Try it on your customer's hand first . . . he'll 
want to wear it at once. 


Dealers tell us it’s just that simple selling 
Walk-Over Super Cushion Vel-Flex shoes. 


Try a pair yourself and write for franchise 
information. 


GEO. E. KEITH COMPANY BROCKTON 63, MASS. 


*Reg. U. S. Pat. Of. 











Find out how 


the NEW 


ERLIN 


Process 


SAVES YOUR CUSTOMER DOLLARS BY 
CUTTING TIME AT THE FITTING STOOL 


Here at last are shoes that REALLY FIT! Yes — size 7B is always 7B the MERLIN way. 
One ‘try’, the customer ‘buys’’ and your salesman is waiting on the next customer in seconds! 


That's because MERLIN-made shoes are exact reproductions of exact lasts 
Soles and heels are shaped precisely to the bottom contours of an accurate 
metal last. Thus — your retailers can depend on correct sizing! 


What's more . . . MERLIN-processed shoes look trimmer, wear longer. AND — 
they're by far the most weather-tite shoes made! Soles and heels are 

bonded to uppers in one simple operation. No leaks at sole edge. No 

pulling apart from upper. Solid or Microcellular soles will outlast the uppers. 
Get all the FACTS . . . visit us at the show. 





Send for FREE booklet: 


“HOW to SELL MORE Come in — 
ned piace SHOES Get the FACTS and a DEMONSTRATION 


the MERLIN way”! at the Factory Management Show 
PARLORS A & B NETHERLANDS-HILTON 








>_> 


C.1.C. MACHINERY, INC. 


U.S. Distributors of Articor In-soling Material! 
610 ATLANTIC AVENUE, BOSTON 10, MASS. 
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EDITORIAL 


by JOHN REILLY 


Rewards and obligations 


A recent letter from a reader notes the fact that 
the new RECORDER is placing strong emphasis on the 
changing character of the industry. He indicates that 
he hopes it will continue to probe the many problems 
which the independent retailer faces. 

The letter comes from a subscriber of long standing, 
a Vigorous independent, and a highly successful mer- 
chant. “Your task,” he writes, “to a great degree will 
be to help us shoemen keep our enterprises adjusted 
to the changes taking place, and to try to help us 
foresee and plan for future change.” 

And then he makes this highly significant comment. 
“To keep the record in balance, I have a feeling that 
you will remind us, from time to time, that the shoe 
business is not all hazards and challenges. There are 
also rewards and opportunities. And the rewards of a 
successful operation in any industry can be highly 
satisfactory.” 

Truer words have rarely been written. Despite the 
challenges, problems and complexities which they face, 
great opportunities, rewards and satisfactions still 
exist for merchants with the enthusiasm to keep them- 
selves well informed, and the courage and vitality to 
think and act for themselves. 

However, there is, unfortunately, an increasing tend- 
ency by too many independents to rely upon their 
manufacturers to do their thinking and planning for 
them. These merchants are demanding and getting a 
growing list of services, all of which contribute to the 
cost of the shoes they sell. Many of these services are 
jobs which, more properly, should be performed by 
merchants themselves within their stores. 

Perhaps this is a natural trend, in light of the 
intense competition the independent faces daily. See- 
ing the great strides that the chains, discount houses 
and leased departments are making, and the power 
and effectiveness of their promotion and merchandis- 
ing, some independent merchants feel that they can 
take cover under the umbrella of a branded line and 
ride out the storm. 

While this may appear to be the easy way out, 
actually it is slow suicide. It is not the course of the 
true independent, nor does it serve the best interests 
of branded line merchandising in the long run. 

Successful brand name selling is a cooperative 
venture. It calls for two-way communications and the 
mutual efforts of dealer and manufacturer. This has 
been the history of successful brand name selling. 

Many of our finest shoe brand names have been 
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built substantially by the contributions made to them 
by strong merchants and because of the ability of 
those retailers to really merchandise a line. We use 
“merchandise” in an unusual but broadest sense of the 
term. These were merchants who knew how to select, 
what their size ranges should be, and in what depth 
they should be carried. They knew how to buy, how to 
price and how to sell. 

They were merchants who knew and were not afraid 
to tell their resources what their customers wanted. 

They did not duck issues, nor pass back financing, 
merchandising and promotional obligations to their 
manufacturers. They were merchants in their own 
right. They effectively helped set the style and mer- 
chandising policies of the brands they sold. They faced 
up to their opportunities. They were respected for 
their courage, and they earned the “satisfactions” 
and “rewards” of which our correspondent suggests 
we occasionally remind our readers. 

One of the most common complaints we hear from 
merchants is that they are not consulted on the styling 
of the lines they sell. They are presented with a 
program on a “here it is” basis and told that it is 
what the consumer wants, and “go sell it.” Too many 
of them are meekly doing just that. 

Only at the fitting stool does the industry come 
face to face with the consumer. What better place 
could there be to learn what the consumer thinks of 
our product? When retailers do not, or cannot, register 
with their manufacturers consumers’ likes and dis- 
likes for the shoes they are being offered, then, indeed, 
we have reached a serious impasse. 

There is evidence of such a lack of communications 
between retailers and manufacturers in the recent 
“Dear Abbey” column incident. This widely syndicated 
feature column several weeks ago carried a number of 
letters from women expressing their complete dis- 
satisfaction with current shoe styles. The column 
touched off a deluge of gripe letters about shoe styles 
to the editors of hundreds of newspapers that carried 
the column. Clip sheets of many of these letters which 
came to our desk place the responsibility on retailers 
and manufacturers alike. 

Yes, there are rewards and satisfactions in retail 
shoe business. But, obviously, there are obligations 
and responsibilities too, and many of them cannot 
be shrugged off or passed back. Retailers must not 
only learn to think for themselves but they must assert 
themselves as merchants. 








Here come the men from Viner. . . bringing you the latest 
in fashion, the best sellers for the new season ahead in 
women's sports, flats, casuals . . . stacked with fashion, 
stacked with heels, stacked with wedges! New volume 
potential in a proven line! See us at the shows! 


PPSSA, N. Y. — HOTEL SHERATON- ATLANTIC 
Rooms 416, 418, 420, 422 

ST. LOUIS — HOTEL STATLER-HILTON 
Rooms 546, 548, 550 





\V Me 


FOOTWEAR 
young and gay 


VINER BROS., INC., BANGOR, MAINE 
Shoe Craftsmen Since 1905 





1 - Charlie Arnold 
2 - Bill Burkhardt 11 - Jim Hemphill 
3 - Abe Scolnick 12 - Ray Brown 


4 - Bill Wood 

5 - Dick Pearson 

6 - Don Ferritor 

7 - Ray Forgette 

8 - Dave Larson 

9 - Fred Moncur 
10 - Ed Hemphill 


13 - Ken Lyons 

14 - Marcus Swan 
15 - Ed Sherman 
16 - Ralph Cohen 
17 - Don Briggs 
18 - Ray Dumont 
19 - Dick Collins 
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THEY'RE 


red-Lite 


THE BAY BRAND ADVERTISER IN ITS PRICE FIELD 


WITH NATIONAL ADVERTISING IN: LIFE - HOLIDAY 

SATURDAY EVENING POST - ESQUIRE - SEVENTEEN 

TRUE +» PLUS ACROSS-THE-NATION TV PARTICIPATIONS! 
PPSSA— ROOMS 629, 630 — HOTEL NEW YORKER 

Cambridge Rubber Company, Cambridge 39, Mass. Write us for the name of your nearest distributor 
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Communication...... 


—A paramount step in generating energy and enthusi- 
asm among sales personnel is improvement, to the 
fullest extent, of communications between the execu- 
tive office, where policy is made, and personnel charged 
with the task of putting such decisions into practice. 

It is increasingly important for every salesman, 
whether he is the newest recruit or top level super- 
visor, to know... not only what his company is doing 
but WHY. 


Some time ago, J. G. Crume, vice-president of Brown 
& Williamson, makers of Kools, Viceroy and Raleigh 
cigarettes, highlighted his company’s approach to this 
“communications” idea when they introduced three 
new brands. 

Within a period of nine months, last year, they 
launched their “new babies”—Belaire, Kentucky Kings, 
Life—into a highly competitive and seemingly over- 
crowded field. It made the job of the sales force more 
difficult; and it was up to the company to explain why 
their introduction had been necessary. 

To maintain the personal touch, B & W used the 
“telephone-conference” technique, whereby every one 
of their 700-plus men in the field could pick up his 
telephone, in his own home, at a pre-determined time, 
and hear key management personnel explain the com- 
pany’s present position and future plans. 

That's just one example. Whatever method you use, 
be sure that every man charged with selling your 
goods and services gets the full story. That he knows 
what's behind the decision and feels a party to the 
planning, even though he doesn’t have an actual voice 
in establishing policy. 

—You will find this will pay big dividends, whether 
yours is a small business or a firm with branches 
throughout the country. 


e. Bo Tartans th, 
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JUMPING: JACKS 


Sizes 1-3 $2.00 
Widths B and D 








#17 White 

#27 Brown 
#37 Red 

Sizes 3-6 $2.60 
Widths B and D 





Style 

#180 White 
#380 Red 
814-4 Widths 
B to D 

5-7AA, 414-7B 
and C 


Chs. $3.00, Miss. $3.85, 
Preteens $4.20 


Style #170N White 
#270N Brown 





#370N Red 
Sizes 3-12 $3.00 





Widths B to E 





All V-B terms, 5% 30 days, Net 45. 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 








Depend on 44joto TEXTILEATHER 


at the Factory No. 1 source for man-made footwear 
Management Conference fabrics that help cut production costs 


Look: for us 


es and produce better shoes 


TOLEX® VINYLS FOR UPPERS FOR REINFORCING AND PLUMPERS 
Velvin® Patenel® Mello-vin Tufsta® Tufsta Doubler* 


TOLEX® VINYLS FOR LININGS 


Resproid® 1000 Nygen? Reskraf® Mustang® Jamal® Rayette® Durakalf* 
Bronco® Resproid® Mello-vin 


Represented by: W. J. Backs, 226 Lincoln Office Bldg., 5875 N. Lincoln Ave., Chicago 45, Illinois. / *“Seamon 
Steen Company, 96-100 South Street, Boston 11, Massachusetts / *Liebman & Cumming, 1329 Sunset Blvd., Los 
Angeles, California. / John E. Shevenell, 212-47 Jamaica Avenue, Jamaica 28, New York. / K. O. Schneider & Son, 
1225 North Water Street, Milwaukee, Wisconsin. / *Barnard Shoe Industry Supply Corp., 10380 Page Industrial 
Bivd., St. Louis 32, Missouri. / *Moore & Giles, P. O. Box 56, Lynchburg, Virginia. / Liebman & Cumming, 718 
Mission St., Rm. 422, San Francisco, California. / C. N. Riesenberger & Son, 370 West Broad Street, Columbus qn 
22, Ohio. / *Stocks are warehoused for your convenience at the regional sales offices indicated by an asterisk. TEXTILEATHER 


THE GENERAL TIRE & RUBBER COMPANY (enema 


FOOTWEAR FABRICS DIVISION/607 MADISON AVE./TOLEDO 3, OHIO 
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Rhaittom Sth: 
Circlet... Ky WYU stip’ 


pre-eminent triple-needle spring pump, 


featuring a vamp treatment of elegant simplicity; 


three rows of tucking, punctuated with a matching 


} ‘ WA 
leather circlet; 23/8 heel...in Yubschman ‘(olf 


#507 Flight Blue...by Johnson, Stephens & Shinkle Shoe Co., St. Louis 8 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. © FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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THE 


WORLD'S 
Biacll 
PLASTIC 
LAST 





FORWARD 
THRUST 


















Perfect shape... perfect 
seams ...absolutely vital to 
fashion! From France, where 
the accent’s on fashion 


perfection, Compo presents 
the newest refinement of the 


newest shoemaking process . . . 


O.M.I.C.’s MET 4...a 
“universal” backpart pre- 
moulding machine that 
assures perfect conformation 
and a straight, smooth, 
symmetrical backpart with its 
full-view, time-saving, leather- 
saving efficiency. 








— 


é-Moulding Machine 


The unique features of this 4-station 
machine for conventional or 


"s and children’s shoes jassure 
t, fat seams and excellent 


; Meodling of smaller patterns. 
molds insure full contact 
forms. 


ie seat Salios, with less time on the 
-Tast. The assembly operation and 





aa 
IN aS 
OF YOUR MIND 
WHEN 
YOU'RE BUYING 


~ SLIPPERS 


= 
Dunham's brings you new 
styles to catch the eye... 
basic styles that are your 
bread and butter. Here's 
your best source for slippers 


— for every type and range 
of customer. 


NNW 


PRRUVT U8 eeu 


Dunham's enables you to 
sell competitively at a profit 
Here are just a few slipper 
examples: #9341 — $3.65 
... £9198 — $3.15... 
29407 — $2.00... 9850 
— $1.35 (case lots)... 
29693 — $3.35! And, there 
are many more equal values 
in the line! 


VERMONT 


Dunham's gives you fast In- 
Stock service from two fast 
action shipping points. From 
Brattleboro, we cover the 
East from our 
Chicago warehouse, we 
cover the Midwest. 


new 


Service 
is a policy (not just a word) 
at Dunham's. 


s PRS SEARCE TEAMS 


staff is 
sales-minded, working well 


Dunham's credit 
with retailers who take ad 
vantage of the benefits of 
liberal terms in a business 
like manner. Volume slipper 
orders from such well-rated 
accounts will carry October 
1 (net 30) dating! 


QUALITY 
FOOTWEAR 
SINCE 


BRANCH SALES OFFIC 
710 WEST JACKSON BLVD. CHICAGO 6 


1885 





Regal puts style on 
a profit basis 
for retailers everywhere! 


Famous line expands distribution, 
offers in-stock service on retail-tested patterns 


Now the shoe retailer and department store can increase their volume 
in men’s shoe departments by promoting Regal styles at popular prices. 
The Regal plan for independent retailers and department stores 
includes a compact line of style patterns pretested in big-city retail 
stores before they're put into the line. These proved patterns are 
then backed by a complete in-stock service for volume and 
high profit on a minimum inventory. 


Your Regal salesman will call on you within the next few 
weeks with full details about the new Regal plan. 
Watch for him. 


For immediate details on the new 
Regal plan call or write 
Lee Green, General Manager, Regal 
Division, Brown Shoe Company 


wo Quality at your feet 


BROWN 


SHOP COMPANY 
— 


rown « Galaxies « Glamour Debs « Jolly Stride « 


ne Propr-Bilt « Regal « Risqué « Robin Hood « 
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HIGH CIRCLES OF 
MODERN TECHNICS 
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FOR LEATHER 
AND SHOE INDUSTRY 
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INTERNATIONAL 


LEATHER 
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Porte de Versa 
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CONSEIL 


PARIS 
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GIVE YOUR, SHOES A 


ONTINENTAL 
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Mens Style 
1057 
COST TO YOU 
$10.10 


Mens Style 
1044 
COST TO YOU 
$8.90 


Light-weight, rugged construction, featuring Goodyear's 
“COBRA” skid-resistant short wedge soles 


Rugged construction in a time-tested pattern design for 
freid and hunting 


*y, \ “” 
Mens Style 
1058 
. COST TO YOU 





See the new 
1961 Acme line at. . 


PPSSA Apr. 30-Moy 4 
New Yorker Hotel, New York 


SOUTHEASTERN SHOE SHOW 
Apr 30 May 3 Henry 
Grady Hotel, Atlanta 


SOUTHWESTERN SHOE 
SHOW _._. May 6-10, Adolphus 
Hotel, Dallas 











Power packed custom Hawkeye, featuring revolutionary 
Forward Thrust’ sole 


The 


Squire’ 
Mens Style 
1084 


COST TO YOU 
$8.90 


Mens Style 1074 cost To You $8.90 


Sturdy, long-wearing sport boot with mocassin toe 


Styling 


ad 


ACME BOOT COMPANY, Inc 
Clarksville, Tennessee 


worRtutuovdD’ 


lron-tough”’ describes this rugged lace to-toe boot. fea 
turing “Squeege-Grip” soles and heels 





LARGEST 


The 
“Deerslayer” 
Mens Style 
1034 


cost TO YOU 


Genuine horsehide, scuff-resistant, water resistant, barn 
yard-acid resistant. Dries out soft, retains original shape 


‘ ’ 
30-30 
Mens Style 
1054 


Cost TO YOU 
$8.90 


cathe 
Jumper 
Boys Style 
9298 
COST TO YOu 
$5.95 


Soft and flexible, yet durable and long wearing swiss style 
sport boot 





hae SE Oe 


boots belong 
in today’s living 


BOOTMAKERS 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Build-ups for let-downs 


Shoe business is one of the few businesses that 
works up a full head of steam preparing for a season, 
then permits itself to fizzle out right at the peak of 
a season. Nobody knows why shoe business is some- 
what unique in this respect, but it’s a peculiar reality 
we live with. 

We start promoting and selling summer footwear 
in May, then often as early as mid-June the “summer 
clearances” start showing up—even before summer 
has officially opened. 

We start making the big “fall season” pitch in 
July and August, and come late September and Octo- 
ber, the height of the fall season, and fall shoe busi- 
ness is on a spurt-and-sputter basis. 

The ordering on storm footwear comes to a near 
halt in January, despite the promise of heavy snowfalls 
and slush through February and March. 

Spring shoes get their thrust in January, even De- 
cember, and go into full orbit by February. But come 
late March and April, and spring, as far as shoe busi- 
ness is concerned, has had it. 


Why the letdown? 

Why all this early build-up for a mid-season let- 
down? For example, trying to obtain wanted sizes 
and styles in summer shoes in early July becomes a 
real project for the consumer. The customer must se- 
lect from a batch of markdowns and picked-over re- 
jects. July and August are the two biggest vacation 
months, yet the selections available are usually close- 
outs at marked down prices. 

The great bulk of slippers continue to be sold in 
December as gift merchandise, with a short spurt 
around Father’s Day. Little promotion or selling is 
done on slippers throughout the rest of the year de- 
spite the fact that slippers are worn year-round, and 
that gift-giving is also a year-round proposition (note 
the growth of chain toy stores). 

This pre-season build-up and mid-season letdown 
has become the source of more lost sales and customer 
dissatisfaction than perhaps any other single cause in 
shoe business. We find retailers reluctant to put in 
substantial reorders after the season is under way. 
And here is the beginning of trouble—the messy, 
broken stocks on sizes, widths and styles, all of which 
is the high, greased road to markdowns. 

It’s as though each retailer carefully pre-planned 
the amount of his seasonal buy, and just as carefully 
pre-determined his open-to-buy or re-order budget— 
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and remained grimly insistent that not a penny more 
of stock would be purchased no matter how much 
extra business turned up. He is slave to a rigid blue- 
print called “inventory control’ which has a pre-de- 
termined cut-off point, from which he will not buy nor 
sell any more. He has “made his figures” and the 
extra business that could have been his, be damned. 

One grim consequence of all this is the high rate of 
walkouts in the average shoe store—amounting to 
from 25 to 30 per cent. Most of these walkouts stem 
from lack of wanted sizes, widths and styles. And the 
irony of it all is that such a large share of these walk- 
outs occur in mid season— summer shoes in July, 
spring shoes in late April or early May, slippers in 
September or March, rubber footwear in February. 

An illustration is seen in the national magazine 
advertising of shoe manufacturers. For example, of 
the $10 million spent in this manner, over $1 million 
is spent in each March, April, September and October 
(national magazines are usually issued about a month 
in advance of date on cover). Then in December, Feb- 
ruary and June the advertising drops monthly to be- 
tween $500,000 and $700,000. And in July it plummets 
to a mere $75,000. 


Hit-and-run selling 

This is an example of spurt-and-sputter promotion, 
of hit-and-run selling. The same erratic advertising- 
promotion story exists with the retailers—and much 
of the mid-season advertising and promotion is con- 
cerned with markdowns. 

While shoe business pays loud lip service to the 
needs and opportunities for longer selling seasons, in 
actual practice it continues to shorten each selling 
season. Shoe manufacturers have been accused of 
being so production-conscious that their merchandising 
effort is forced to play second fiddle. But the retailers 
are now becoming so inventory-conscious that they 
are losing sight of their basic function—to sell. It’s 
often forgotten that the purpose of inventory is not to 
have it simulate the barrenness of Mother Hubbard’s 
cupboard, but to lure, service and sell customers—as 
many customers as possible. 

It seems that we are spending so much time planning 
for tomorrow that we have not time to attend to to- 
day’s business. We are so eager to prepare for the 
upcoming season that we’re losing our grip on the 
present season. We’re seeing shoe business become 
more of an out-of-season than an in-season business. 


27 





fashion’s 

eyurcableenye 
new 
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by ~ ats 


Smooth and mellow with just a slight boarding, Gallun’s 

Strato Glo Calf adapts perfectly to newest feminine fashions. 

Luxurious Strato Glo is ideal for unlined shoes. It’s wonder- 

fully supple, too. And it’s soft as stardust for milady’s comfort. . 
A subtle brilliance of finish highlights the natural beauty of ; ( WILY 
this truly finer calf. You’re style-right . . . and destined for : 
greater sales... when you specify Strato Glo Calf by Gallun. LEATHERS 
A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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FOR MAXIMUM PROFITS > through money to expand volume 
> money to buy out other interests » money to finance seasonal 
peaks » money for advantageous purchasing » money for new plant 
and equipment >» freedom from credit losses and exposures . . . very 


profit-minded manufacturers rely on William Iselin & Co., Inc., 
357 Park Avenue South, New York 10, N. Y.... Murray Hill 9-2000 


SEND FOR OUR BROCHURE MORE MONEY FOR BUSINESS” 





HEYDAYS SHOES 


EN < . 


2032 


what everyone 
is whispering about 


... Well it’s true! 


They're the greatest step 
in many:a year, and no 


for the sake of change. | 


‘“‘new’’ because somethir 


nstruction 


ust to be NEW or make a CHANGE 

ugh in 1961 your product must 
be different, and more important 
W-A-N-T-E-D. What people WANT they 
buy, and this describes 


LIGHTWEIGHTS 100% 


LOcuUSsT STREET SAINT LOUIS, MISSOURI 
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VICE 
RAD 


“We see a longer life line for the 
pointed toe fashion than was written 
in the cards when the style was first 
presented,” says BERNARD POL- 
ACK of Blum’'s in Philadelphia. “It 
has gained momentum from the orig- 
inal novelty seekers and pacemakers, 
who were daring enough to wear 
them; until today, when conservative 
women find them comfortable and 
attractive. 

“There are still those who think they 
may want to get away from pointed 
toes, but if you show them a shoe 
with a more rounded toe, they don’t 
care for it. The average woman is 
style conscious and favors the shoes 
that look attractive on her feet. 
“Talk about changing from pointed 
toes will go round in circles for a 
good while. Women like the styles.” 


* * * 


“We cannot help but notice the 
change in buying habits with regard 
to children’s shoes,” says IRV 
SILVERMAN of Lu Ben's (Stride 
Rite Shoes) in Media, Pa. “Parents 
are buying more shoes per year, per 
child, and they rarely think of taking 
their children’s shoes to the shoe- 
maker for repair of soles and heels. 
Shoe repair work has become so 
expensive that most parents have 
given up this practice. Instead, they 
prefer buying cheaper shoes to fill 
immediate needs and the good, long- 
wearing, quality shoe for longer 
periods of wear, such as school or 
special occasions. 

“The past year has pointed this up. 
We see more children coming into 
the store, needing shoes for school, 
hard play or dress, and wearing 
shoes that are definitely poorer 
material and cheaper price. ‘They’re 
just temporary carry-overs’ the par- 
ents tell you.” 
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“We in the shoe business are often 
like the proverbial ostrich,” says 
JOAN STOYANOFYF, designer for 
Samuels Shoe Company, “our heads 
buried in the secure knowledge that, 
unlike ready-to-wear, women can’t 
make their own. We are the all- 
powerful dictators of the feet. if we 
say, ‘Wear purple this year,’ they 
wear purple or go without . . . except 
for the good old black, of course. 
“If we feel sure sky-blue-pink is 
good, we convince ourselves further 
by trimming it with black. Then we 
find out, late, that in ready- 
to-wear sky-blue-pink has been com- 
bined with orange and gold and can- 
not possibly be worn with even the 
slightest touch of black. 

“Many shoemen see women as 
‘women’ only until they enter their 
store or department. Then, women 
become blurs. The blur walks in, sits 
down. It needs shoes to go with its 


too 


green suit. The salesman sees green. 
Ha! He has just the thing. (Good 
thing he bought that color green!) 
What? Can’t use it? Oh it’s 
trimmed in black and the suit is 
trimmed in blue. (He just knew that 
color wouldn’t sell! Good thing he 
didn’t buy much.) 

“The day the woman ceases to be a 
blur is the day shoemen will be on 
their way to doing great things.” 


* * * 


How can a shoe retailer build up his 
teenage business? EUGENE GIL- 
BERT, president of the youth re- 
search, promotion and merchandis- 
ing firm that bears his name, says: 
“Use young people to build up the 


store image. If possible, use them 
for inside help. There is nothing 
teenagers like more than the feeling 
that retailers and manufacturers are 
interested in them. 





“Get them away from the kiddies’ 
department. Recognize the growth of 
the teenage market. It is an absolute 
tidal wave. Recognize the vocal 
power of teen leaders and cultivate 
them. In promotional advertising 
and in windows, get away from the 
‘mama’ influence. Ads have to be 
aimed at teenagers themselves. 

“The retailer can’t play it safe and 
be everything to everybody.” 


* 7 * 


“The pace of shoe business today is 
so fast,” says WILLIAM SCHEFT, 
president of H. Scheft & Company, 
Boston, “due to a variety of factors, 
including seasonal turnover of styles 
and lasts, that many stores are being 
left behind on inventory. Today’s 
successful shoe stores are operating 
on a six months’ inventory 
This means that stores have to 
maintain fresh inventories on a year 
’round basis, with an absolute mini- 
mum of seasonal carry-over. This 
requires aggressive merchandising 
and fast move-out of stocks at reg- 
ular prices, at a profit and with a 
minimum of markdowns. This is the 
new and enlarging pattern of compe- 
tition; one increasingly more diffi- 
cult to meet, yet vital to survival in 
the fast torrent of today’s shoe 
business.” 


basis. 


* * * 


“Today’s marketing man will be 
more easily identified by his slide 
rule than by his rule of thumb.” 





1nis is 
Armstrong FLEXELON... 


the remarkable new insole cushion that's 
super-flexible! It out-performs the finest 
cork-and-rubber materials, yet costs no 
more to use. 


Wrap FLEXELON around a pencil. J Za There's not 
a hint of a wrinkle or crack. .«@ And when you re- 
lease it, FLEXELON springs " back into shape. 


FLEXELON is an exclusive Armstrong blend of foam 

rubber for softness and tough cellulose fibers for 
extra body and spring. FLEXELON supports body weight 
comfortably. It never flattens out -- will not let the 
foot "hit bottom." It cushions every step with a 
shock-absorbing power that lasts the life of the shoe. 


FLEXELON is perfect for today's lightweight shoe 
fashions. It weighs only half as much as cork- 
and-rubber materials of the same thickness. It's 
highly porous, too -- allows air to circulate 
freely, giving air-conditioned foot comfort. 


Why not give FLEXELON a try? We'll send 
you enough FLEXELON to make your first 
trial run at our expense. Write 


Armstrong Cork Company, 7804 Delaware (Armstrong FLEXELON 


Ave., Lancaster, Pennsylvania. 
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children... 


ELASTOE BOX TOES 


ELASTOE is our new super-resilient box toe that really holds the shape of your lasts from the 
fine lines of a needle point to the rugged-bouncing dome of a child’s shoe. 


ELASTOE lends firm side walls to a man’s shoe yet presents a toe crown that will rebound 
endlessly. 


Kasy to skive, easy to apply, easy to last, ELASTOE allows you to pull your lasts in hours. 


ELASTOE could only have been created by the experience, imagination and skill that is 
Beckwith-Arden — the world’s leading manufacturer of box toes. 


Bh dedlen. 


SHOE PRODUCTS THAT LAST ...SINCE 1904 


203 Arlington Street + Watertown, Massachusetts 


SUBSIDIARIES. Beckwith Mfg Co. of Wisconsin — Milwoukee + Beckwith Box Toe, Limited, Sherbrooke, P.O. Conodo 


Victory Plostics Co, Hudson, Moss. + Sofety Box Toe Company, Boston, Moss. + AGENTS: Wright-Guhmon Co. St. Lovis, Missour + Dellinger Soles Co., Reading, Po 
The Geo. A. Springmeier Co. Cincinnati, Ohio + Foctory Supplies, inc, Milwovkee, Wis Moore & Giles, Lynchburg, Vo 


1. Wingfield, itd. Auckland, New Zeoland + A. Musthin & Miller Pty. Ltd, Melbourne, Avstrolic Ramil & Co., Boston, Mass.. for Lotin America and South Africae 
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ONLY PRINCIPLE PLASTICS BOOTS 











HAVE THE 


HEEL WITH 


Don't be misled ...don’t mislead 


, Oth #305 HIGH SPIKE 
our ! 
alee menrciite aa TOTAL HEEL PROTECTION! 
have tried to copy our o. i Vinyl-covered steel protects the 
f BF os / boot heei at bottom and 
styling—but Principle all sides. Won't 
. ° ° ° scratch the shoe 
Plastics is still first scale dicted 
with the newest ss age 


is 8 times 

and best! harder than 
_ HARDPLASTIC 

Tests prove 


Retail — $2.59 ONLY STEEL DOES 


THE COMPLETE JOB 











#301-A 


Low Heel 
Faille Pattern. Front 


Fastening. Size 5-10 





#302 

Cuban 
Faille Pattern with Corde 
trim as shown. Size 5-10 S. 


a R EZ I aa F 


Faille Pattern with Corde 
trim as shown. Size 5-10 
#305 hy 


High Spike 
Faille Pattern with Corde STAY AHEAD — BUY THE NATIONALLY 
trim as shown. Size 5-10 ADVERTISED “YEARS-AMEAD” LINE! 








Colors: Clear and Smoke PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA « FAculty 1.3011 











IN CHICAGO: IN NEW YORK AREA 
Airo Supply Co., 2525 North Sheffield 5701 Park Avenue 
GRaceland 2-0254 West New York, New Jersey * UNion 4-4670 OR CALL YOUR NEAREST JOBBER 


See us at the PPSSA — Suite 792-794, Sheraton-Atlantic Hotel 
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S&S Fre 2h WA features the comfort 
and long wear of genuine 


K d leather 


More and more men are asking for the wonderful comfort and 
durability of genuine Kangaroo leather, and these three Shaw 
styles enable you to please men of all ages! These are but 
three of Shaw's complete line of shoes for casual, dress, 
work or comfort wear. 
Over 60 Shaw distributors are ready to give you 
OVERNIGHT SERVICE to anywhere in the country. 
You get lower shipping costs, faster deliveries plus easier 
stock control and less money 
tied up in inventory. 


Write for IN-STOCK catalog 
and new Spring-Summer 


folder TODAY! 


All shoes illustrated are IN-STOCK, to retail profitably at $11.95 
to $14.95. Each also features Shaw's famous FULL HEEL-TO-TOE 
AIR-CELL CUSHIONED INSOLE, cushion side arch and metatarsal 
pad, with steel arch and Nylon stitching. 


oe tlh atw shoes are 


Nationally Advertised in: [RLGL@) % 
Outdoor Life Sports 


be ry | Illustrated 
- M.T. SHAW, Inc. POPULAR 


COLDWATER, MICHIGAN 


“Over 39 ‘years sa quality shoemaking” MECHANICS 
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Here’s another way 
Wellco helps you 


November 1961 


As usual, you get powerful national advertising support with 


wellca 
Foamtread’ Slippers 


©1961 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. 1 Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co , Kitchener, Ont. 
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Naugatuck PARACRIL OZO fotrececceer ons 


0ZO Sole 


Conventional Sole 


6-year-old proves PARACR! 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests —shoe soles made of new PARACRIL 0Z0 outwear 
oll others. 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were sti!l good for months. 

Take a tip from the tot, Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 








435P Elm Street 


Division of United States Rubber Company Naugatuck, Connecticut 


Robber Chemicals - Syetbetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - 


April 15, 196! 


CANADA: Naugatuck Chemicals Division, Dominion Rubber Co, Ltd., Elmira, Ontario - CABLE: Rubexport, & ¥, 
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NEWS 


is in the leather? 


Nord Calf by Lawrence is new and uniquely adapted to the narrow 
look for spring. This leather has the look of sales leadership. 


STO { 
is im e New Yorker?! 


Your customers will be reading it in the April 29th issue — in time 
for spring sales. 


SALES 


arein wrenee Nord Calf ! 


It’s everything the advertisement says it is — and it speaks for itself 
when your customers touch it! Tie in with Lawrence’s promotion — 
the NEWS, the STORY, the SALES — are all BIG for spring! 


Read Lawrence’s New Yorker advertisement on the opposite page. 
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Once, only hand boarding could have — iced the nan ( WI , New England tanners for 
leather like flawless NORD CALF. Such le: was ver one hi 1 years. NORD CALF by Lawrence 
folded, grain side in, and the experienced ct ftsmat las been chosen by t excellent shoe manufac- 
expertly applied pressure with a strapped- nd turers below for thes ualities. A. C. Lawrence 
board, rolling first in one direction then a1 rt athet a IVISIOI Swift & Company 
produce a uniquely beautiful, nish ; bod t 
this charactered leather is made even more beaut! . Wright blends the mellow luster of Lawrence Nord 
ful by mechanical boarding, bringing out its ed Pine Cone to this dis ive moccasin 
almost imperceptible texture. Look at rich d t er ; 
gloss. Feel the light litheness of this calfsk + Banister it Gon ts its modified wing tp in Lawrence Nord 

Tanning leather like this is truly an art 


French Shriner translat its smartly detailed stitch and 


result, a superb calfskin — a calfskin that bears — turn blucher in Lawrence Nor 


rOnC?_ leathers...from the world of imagination 





WHO 
WHAT _ 2 — 
WHEN oo 
ae 


wy — 


AND HOW! 





NEW 
PAK-LITE 


shoe trees 
make 
wooden 
trees 


obsolete! 


April 15, 1961 


Exhaustive research by the O. A. Miller 
Company has produced a new light- 
weight injection moulded shoe tree that 
allows VENTILATION inside both 
the shoe and the tree itself to properly 
dry perspiration and moisture. 


Wood versus moisture 


The Miller Company has completely 
exploded the popular theory that 
wooden shoe trees absorb moisture. 
Tests have proved that if wood absorbed 
even a small fraction of the moisture 
that comes from perspiration or weather 
it would split, crack and check. The 
new Miller Pak-Lite shoe tree does not 
absorb moisture . .. the Pak-Lite tree 
allows it to dry naturally and 
oughly without affecting the injection 
moulded construction 


thor- 


Revolutionary design 


The new Pak-Lite tree fills the shoe for 
proper treeing action yet allows fresh 
air to circulate freely within the tree 
and the shoe itself this dries damag- 
ing moisture naturally and thoroughly, 
climinating the possibility of mildew o1 
unpleasant odors being trapped in the 


shoe 


‘Tough, durable 
with feather-lightness 
As many products on the market today 
durability 


Pak- 


bevond 


shown, strength and 
combined with lightness 
this point 


substantially 


have 
can be 
Lite 
doubt 
than 
they 
damaging of tests 
chip, split, and crack 
injection moulded 
in the Pak-Lite design will withstand 
hard use. In addition, great care has 
taken 
that is lightweight and a tree 
that takes up no excess 
Pak-Lite trees 
completely 


trees prove 
They 


wooden trees vet so 


lighte: 
that 


most 


are 
tough 

the 
Wooden trees often 


have stood up under 


but one-piece 


construction used 


been to design a shoe tree 


space 


fill the shoe but have no parts that stick 
up. Thus these new trees not only pack 
light, but pack right — this is an import- 
ant selling advantage. 


Style and 
eye-catching appeal 


The new Pak-Lite shoe trees have a 
modern, styled-for-tomorrow design. In 
addition to coming in 8 eye-catching 
. another big selling “‘first’”’. . . 
they’re packaged in colorful fliptop 
boxes for added sales appeal. And 
another big merchandising plus — Pak- 
Lite trees make perfect display forms 
for building interest in your store win- 
dows their modern design makes 
shoes look bette: . sell better. They 
complement the modern lightweight 
trend in shoe styling. Colors 
available include red, black, tan, grey, 
blue, yellow, brown and ivory and 
what's more, colors are solid zll the way 
through 


colors. . 


men’s 


Kasy to stock, 
use and demonstrate 


Old-fashioned wooden trees have a two 
or three motion action and many loose 
parts. Pak-Lite trees are compact and 
simple have a ONE MOTION ac- 

that can be in 3 
seconds because there are no parts to 
adjust. Just push the heel down and the 
tree expands in width and length auto- 
matically. The Mille: Company 
simplified inventory problems too by 
Pak-Lite that four 
(small, medium, large, extra 
will fit any shoe from 7C to 13E 


PM Plan + 
$3.95 retail price 
spell bigger profits 


tion demonstrated 


has 
designing trees so 
tree sizes 


large) 


Ihe suggested retail price is only $3.95 
..this means full store markups for you 

plus the big incentive builder — the 
new Miller PM Plan that’s designed to 
build bigger profits through faster turn- 
. and remember, Pak-Lite shoe 
trees are guaranteed. 


over... 


Don’t miss your chance . . . be 
among the FIRST to stock up, 
WRITE O. A. MILLER 

rODAY. 


0. A. MILLER DIVISION 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 





#3391 

Rich brown soft 

grain calfskin 
Unlined forepart 
Surface’ stitched 

by hand. Light single 
leather sole. Leather 
heel with light rubber 
top lift 


USE STETSON'S 
IN-STOCK Dept. 5 


— it’s for your convenience and 
profit. Order as you need, when 
you need. This Stetson service 
offers you flexibility and sales 
opportunity — sell out of our 
stock to ease your own inventory 
investment. 


#7391 
Black soft grain calf 
skin. Untined tore 
part. Light single 
leather sole Leather 
heel with light rubber 
top lift 


SNUG TOPS 


plain or surface stitch 
make good selling! 





The snug top feature even sells the holdout who likes slip-on 
ease, but stayed away from it because of the slip-off tendency 
of some types. These snug-tops, Stetson style, breathe quality 
from every pore. The fine workmanship and leathers are so 
obviously superior, customers pay top price for them, and 
happy to do it. 


It’s easy to sell and easy to buy these In-Stock Stetsons. Profit 


per pair is better than average for you — extra money in the 
till. Order now. 


There's more SELL in a Stetson 


THE STETSON SHOE COMPANY, INC., SOUTH WEYMOUTH 90, MASSACHUSETTS 
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PROFILE by ESTELLE G. ANDERSON 





“Quality is our most important product” 


“The singular look of quality 
is something separate and apart 
from the single look of fashion,” 
says Saul Litvack of Erica Shoes. 
“In the one case, it is the epit- 
ome, the essence of expression. 
In the other, a lack of imagina- 
tion and courage to venture. I 
firmly believe that in order to 
compete profitably, the quality 
shoe business must offer its cus- 
lasts that are long and 
. Squares, ovals 


SAUL LITVACK 
tomers a variety of fashion... 
pointed; lasts that are not so long. . 

. in many heel heights and shapes. In our blueprint 
for building a quality product, we must also plan to do 
more to make the consumer aware of the necessity for 
and availability of a diversified wardrobe of shoes to 
serve her best for the wide range of activities and 
occasions in today’s pattern of living.” 

Although Erica shoes has only been in operation 
since October 1957, Saul Litvack has had a close kin- 
ship with shoe retailers throughout the U. S. for a 
long time. It goes back to 1938, when he went to 
work at the Tupper Shoe Company. He wanted to 
learn everything about the shoe business, inside and 
out. He sure did. 

Then came the war. Saul’s stint in the Service was 
not long. He was discharged after a kidney attack 
and subsequent operation. He went back to Tupper. 
The year, 1942 and shoe rationing ...a time for Saul 
of service beyond the call of duty to his fellow 
men. Retailers came to the office and whether they 
wanted slippers or hotel reservations (both equally 
scarce), Saul was ready to help. He claims he got the 
equivalent of a college education, at least, in human 
relations and understanding, during this time. 

At the war’s end, and for ten years thereafter, Saul 
worked at Tupper'’s, styling, selling, merchandising 
the entire operation. He was astute enough to sense 
that the shoe business was moving away from the 
open shoes (that Tupper was known for) toward 
closed shoes. He suggested to Mr. Tupper that they 
move along with the times; and when he realized that 
this was not going to be accomplished, he handed in 
his resignation .. . effective one year later. 

During those twelve months, he was germinating 
the idea of going into a business on his own. As soon 
as his resignation became effective, he made a cross- 
country trip. Visited retailers he knew. Talked with 
people about his plans. Although some of them thought 
he was “nuts” to embark on a manufacturing ven- 
ture in a diminishing market, there were important 
and salutary advantages. “I had studied this market 
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for several years,” Saul said. “Analyzed line by line 
what it was producing. I felt that, with proper organi- 
zation, a definite plan and the cooperation of a few 
independent retailers, there was a reason for being, 
a good chance to accomplish what I wanted to do, e.g., 
produce a quality product at a price just under $30, 
that would serve the specific needs of retailers. 

“The strongest contributing factor to this confi- 
dence in the future was the fact that I was going to 
have Sidney Seidner as a partner. He has had a life- 
time in shoes . 20 years with La Valle and then 
in business for himself under the name of DeMarco 
Shoe Company. He and I have been friends for many 
years and we always had an ambition to work together. 
This was it! He has been with me at Erica since the 
first day. He runs the plant and designs the line. I 
take care of selling, styling and the administrative 
end of the business. After researching the fashion 
picture, I outline it to Sid and he comes up with 
sketches. Makes improvements and improvisations. 
Then I take over, for detailing, colors, types, shapes. 
He is creative, has a feeling for quality and is one 
of the most able shoe men in the industry. We both 
believe quality is our most important product.” 

A fast recapitulation of influences favorable to 
Erica Shoes: (1) The retailers. (2) Sid Seidner. (3) 
New York Boot and Shoe Workers Union . . . this last 
adds an unusual flavor. Usually, manufacturers com- 
plain about the problems they have with the union. 
Here was the reverse. Shortly after Saul resigned, 
Tupper Shoes went out of business. This left many 
unemployed shoe workers and the union encouraged 
Saul to start his own factory, to absorb some of them. 
They promised full cooperation and it has been a most 
amicable arrangement. “We were able to create an 
organization,” says Saul, “that makes quality our 
most important product. We have 75 employees (many 
of them from Tupper), produce about 325 pairs a day 
and number as our accounts top stores from coast to 
coast. We've been making progress every year.” 

Erica Shoes is a member of the Designers Shoe 
Guild and the National Shoe Retailers Association. 
“Yes, the N.S.R.A.,” Saul indicated. “I want to be 
closer to the retailers’ group, since they are our cus- 
tomers ... the people we serve.” 

Any spare time, after shoe business, Saul devotes 
to his family .. . Mrs. Litvack, and their three chil- 
dren, ranging in age from 16 to 10. “It’s a wonderful 
life,” he says, “a far distance for that seven-year-old 
orphan who came to this country from Eastern Europe 
back in 1921. It exemplifies the opportunities, free- 
dom of enterprise, freedom of expression in the U. S. 
All the more reason why we must rebuild our own 
frontiers ... not just in politics but in every endeavor. 
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4 out of 35, 


Here you see just four of Tyer’s thirty-five protective 
footwear styles for 61... not including our sporting 
and industrial footwear. Truly a family shoe store line! 
Vinyl, nylon, rubber — an unusual variety of 
waterproof materials at competitive prices. Take a new 
look at Tyer. Send for our new Protective Footwear 


Catalog and pick the styles your customers want. 


TYER 


TYER RUBBER CORPORATION, ANDOVER, MASSACHUSETTS 
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ROMA LAST «+ 
tyie 2252. § 
and Grain Co 


Brown or Biack 


DARWIN LAST « 
Style 2628. Antiqued 
Ama in Brown, Black 


ve Stretch Top 
DARWIN LAST « 


Style 2250. Antiqued 


Madeira in Brown or Black 


Write for Elaborate Nunn-Bush Catalog 
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the Nunn-Bush 


DISCOVERY 


EVERY visitor at the Nunn-Bush factory 
is impressed by the number of operations 
required to build shoes to Nunn-Bush 
standards. Such high standards are to 
make Nunn-Bush shoes more satisfying 

to YOU. Exclusive ANKLE-FASHIONING 
gives a superior fit . . . adds extra 


months of wear and good looks. 


See Your Local Nunn-Bush Dealer 


> 


iF IT’S New IT'S NUNN-BUSH 


from 


First in Quality? 


NUNN:Y Bush 


ANKLE-FASHIONED SHOES 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE 1, WISCONSIN 


430 McGill Street, Montreal, Quebec, Canada 
Progreso 172 Mexico City 18, D. F. Mexico 





- COOL CUSTOMERS ARE SWNTCHING 
10 SQUARE the sharpest new shape in sun and fun fashion footwear 


_ The biunt truth is this: Square toes will be the fastest selling single styling in ‘canvas shoes this 
season. Bata brings you this sales-sparking shape—in a full range of favorite shoe fashion fabrics. 
Round out your stock now to get your share of the business that's going square. 


BELCAMP, MARYLAND 


WE MAKE BATA SHOES Jf) PEOPLE MAKE THEM POPULAR 


Visit us at the Hotel New Yorker in Rooms 1529 —1530 —1531—1536 —1537 
to see the most advanced styles in Rubber, Plastic, Canvas and Leather Footwear. 
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by EVELYN SCHLESS, women’s editor 


0.K....What is a shoe wardrobe? 


Every retailer wants multiple sales. And what better way 
to produce them than to promote and sell a shoe wardrobe? 
If you can get us women to stop thinking of shoes we need 
and tempt us instead with shoes we want, half the battle 
is won. 

How do you whettwomen’s shoe appetites? First of all, 
stop sawing us in half. Stop dressing feet and start helping 
Shoes are accessories .. . important accessories 
. but still accessories. And according to my 
Webster, accessories are things which help. If you are to 
help us to look right from head to toe, you must be aware 
of women’s fashions from the ankle up. 

Show us ... in window and interior displays, in your ads, 
in fashion shows where possible, the new shoe fashions that 
will complete our costumes. Much as we may love pumps, 
remind us that we can’t wear them with stretch pants. We 
may love black, but won't it look heavy with the shades of 
golden and rust browns we will be wearing this fall! Expose 
us to newly shaped toes and heels that will look right with 
our new short and understated dresses. Promote color! 

Make fashion training an important part of sales training. 
Use fashion magazines to illustrate fashion news at monthly 
meetings ... discuss trends .. . if possible, stage employees’ 
fashion shows. 

To be convincing in promoting multiple sales on a fashion 
basis, salespeople must know current silhouette and color 
trends, be aware of young fads, stretch pants, culottes, 
kneetickler skirts and all the rest. 

. one planned, basic, promotable shoe ward- 


dress women. 


to be sure . 


Here, then 
robe: 
The casual flat . to wear with pants, culottes, country 
clothes. 
The stacked heel pump ... companion for suits, tweeds and 
casuals. 
The sleek pump... calf or kid, with slim heel... to wear 
with daytime wool and crepe dresses. 
The after-five fabric pump ... newest on a lowered heel in 
crepe or faille, other dull-surface fabric. This is the under- 
stated shoe to wear with “the-little-nothing-dress” that is 
making fashion headlines for both day and evening wear. 
The evening pump... in metallic leather, brocade or other 
dressy fabrics to wear with both short and long evening 
dresses. 
The evening sandal... in elegant fabrics, gold kid. 
The at-home boot ... for the new popular stretch pants. 
The at-home slipper ... one pair to wear with hostess cos- 
tumes, another pair for relaxing in comfort. 


+ 
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Fashioned for the gay, active life 
of young moderns — Foot Flairs 
presents ‘‘Flite’’...a soft, un- 
lined pump with fashion’s new- 
est talking points: the mid-high 
‘‘Fashion-Flair’’ heel, sharp 
square throat and triple needle 
toe. Black calf, black patent, 
white, pink, lilac, yellow lustre 
calf, white periwinkle. 


Hoot Plait 


SHOEMANSHIP® in Action $11.99 to $14.99 


Fos Elions 


Consumer Tested High Fashions $11.99 to $14.99 


d ‘\ 
Fashion Meets Price at $9.99 


MUTUAL SHOE SALES COMPANY 


105 McGregor Street, Manchester, New Hampshire 





Shoe Buyers 
on 

their 

way 


up 
select 


WALL-STREETER Shoes 


And the reasoning is simple. Successful shoe 
men know they must Leep sales going up 
and up always! And by purchasing the 
best medium priced line of shoes, “WALL- 
STREETER”, they continually increase both 
dollar and profit volume 


That’s why shoe men who sell and wear 
"‘WALL-STREETERS” are doubly rewarded! 
First the “tanned-to-perfection” leather guar- 
antees top notch appearance with a minimum 
of care WALL-STREETERS” need only 
an occasional touch of polish and a quick 
brush. More importantly they keep their “just 
bought” perfect fit and shape for months and 
even years. Buywise, walkwise and success- 
wise “WALL-STREETER” shoes are your best 


step forward' 


WALL-STREETER 


SHOE COMPANY 


North Adams, Massachusetts 


Fine Shes fe Men 


SINCE 1912 
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Nay 


by GERVASE BUTLER, men’s editor 


Time step: 
spotlight on Fred Astaire 


It is just possible that John Weitz, in introducing the men’s 
sweater collection he designed for Bernhard Altmann, put 
his finger exactly on the fashion influence precisely right for 
the coming fall season. “Fred Astaire,” said Mr. Weitz, and 
added, “the staple look, 1936, Prince of Wales and District 
checks, pleated pants with room for the hands-in-pockets 
stance.” 

Implicit, if unstated, in the Sardi’s-East modeling session, 
were the flat front and tucked-in-tail balance of the dancer 
which is part of Mr. Astaire’s elegance. Nor was it sug- 
gested that a necktie can also be a belt. The important point 
made was the rightness of the “mature” look. By inference, 
the pipe-stemmed kid stuff is out. 

For the sweaters, picture the high V-neck, the eternal 
turtle, the six-button cardigan, the knit back-suede front, 
the placket collar pullover shirt. For pattern, a chevron front, 
a handful of stripes and checks. For fibers, the gamut of 
naturals, Altmann being a cashmere house. Tailored jackets 
for novelty, the lapels rolling long to the No. 2 button; dinner 
suits in jersey knit, wrinkle defying for a man on the move. 
Washington promises a boom in dining out. 

Standout Weitz news ... COLOR. Most daring, lemon 
yellow. Most impressive, camel, camel, camel. Newest, 
Skipper blue. 

Surprise ...on the modeling feet, brushed leather oxfords, 
created by Capezio, who also makes them for the great man 
himself, in the ripe tobacco shade he favors. 

We're talking high fashion here. But nobody needs a dic- 
tionary to translate that particular language into shoes. An 
entirely new trend is tipping the footwear balance in favor 
of more refinement in design. The giant step is cleavage. 
We shall have city shoes. We shall have country shoes. We 
shall have indoor shoes and outdoor shoes, before and after 
shves, footwear for daylight and dark. 

Hard on the heels of this projection, along comes Harry A. 
Cobrin and the powerhouse Clothing Manufacturers Asso- 
ciation of the U.S.A. which he serves as executive secretary, 
to second all the motions. In cooperation with Esquire, CMA 
put it to words and music in a fantasy which drew cheers 
from both sides of the counter. 

CMA says “Double Take”! CMA says “Town Look” and 
“Country Look.” CMA is set to talk tailored turkey in four 
models: (1) the All American; (2) the American Inter- 
national; (3) Traditional Ivy and, (4) the British influence. 

There’s a pair of new shoes at the bottom of every pair 
of pants in the above. And no one’s even mentioned leisure! 





Quick way 
to put more 


CASH 
in the till... 


This Jarman “LEISUALITE” is 
selling like hot cakes. Feature it, 
promote it, and you will sell it 

in volume! And add to your 


profits . . . but quick! 





SHOES FOR MEN 


$10.95 to $19.95 most styles 
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JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 


A GENESCO DIVISION 











Buntees are soft and flexible . . . made for 
active baby feet that grip, grasp and flex 
like another pair of hands. 


Buntees are wider across the width of the 
toes, because baby feet are wider . . . give 
more wiggle room to the baby foot. 


MOCCASINS... America’s first baby shoe 


R. - POTVIN SHOE CO., BROCKTON 69, MASS. 


BUNTEES ARE A 
FAMILY 


PRE-WALKER TRAINER STRIDER WALKER OF FINE BABY SHOES 


ROOM 554, HOTEL SHERATON-ATLANTIC 
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by ESTELLE G. ANDERSON ‘children’s editor 


Increased children’s shoe 
selling brewing for fall 


With one hand you mix and stir all the exciting styles, 
colors and materials into a profitable selling potion for 
spring and summer. (Easter selling, and since, confirmed the 
patents and smooth leathers in black, white and colors, as 
predicted.) While with the other, you lift the lid off next 
season's brew to get a first look and a sense of direction. 

Here’s what's cooking: A variety of types for many pur- 
poses and occasions ... dress, school, casual, active/spectator 
sports and weather. Admonition—always keep them light- 
weight, tapered, uncluttered. 


For girls 

Easy on and off SLIPONS, some with elasticizing for pat- 
tern detail and fit. STRAPS: instep, sabot, gored, monk, 
fixed. TIES: Bals, spats, ghillies, patch saddles. Then, of 
course, the boots and boot types. INGREDIENTS: Smooth, 
textured, brushed leathers, nylon velvet, suede, corduroy. 
Colored patents. Add COLOR for flavor and 
What colors? Lighter than we are generally 
accustomed to think of for fall ... the whole group of candy 
colors, bonanza gold, curry. Golden browns with emphasis 
on gingersnap, Pumpkin and coppery tones. 
Mountie red, raisin, dark plum. Neutralize with smokey 
toned otter .. . often trimmed with black. Olivewood. 


sweetness, 
piquancy. 


trout brown. 


For boys 

What's being dished up in boys’ shoes for fall? Lots of 
emphasis on slipons and brogue patterns. CONSTRUCTION: 
Bonwelt, Goodyear stitched, injection molded. DETAIL- 
ING: Perfs, inverted seams, Guantone stitching. TREAT- 
MENT: Elasticized top lines, gores. COLORS: Black, dark- 
ened browns. For added zip: .. Alpine, blucher.. . 
in various heights. 


f00ts . 


Shoe wardrobe potential 

Sounds like a savory melange that can very well stir up 
the buying impulses of young customers and their parents 
for shoe wardrobes. We keep mentioning the idea of the 
shoe wardrobe because we feel that it needs to be emphasized 
again and again. If retailers would plan and promote the 
shoe wardrobe idea more often and more effectively, they 
would find that it would add up to increased selling. Children 
are amenable to new ideas. If merchants could get them to 
latch onto the wardrobe idea, they'd “have it made.” 


cs 
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StooMailors 


mass market 
price 
is your 


#1 salesman 


Because of today’s 
high cost of living, and 
because children’s 

feet grow so fast 

your juvenile shoe 
customers are more 
budget-conscious LG 
than ever— and . 
Step-Master’s 
mass-market price 

fits more pocket-books 
than any other 

price range. 


Mailer 


Sip 


SHOES, Inc. 
GREENUP, ILLINOIS 


a te 
jes TS 
Manufacturers of children's shoes in the 


a price bracket of $3.95 to $5 é 


5! 





‘Did you see 
these gore 
shoes in the 
== March issue 


of Gentlemen’s 


\Quarterly?’ 
°o LE L/ 


>» Vi, 4 y 


f 


Gore shoes for men 
are sweeping the country 


For expert advice on how to apply shoe 

goring. for timely style suggestions, 

for top fit and comfort, we invite you 

to phone the Thomas Taylor representative Se 
nearest you. He is eager and able to 

assist you on any style or fitting 

problems involving 


SWAG OR Produced by THOMAS TAYLOR & SONS 


Since 1864 specialists in the art of weaving high grade elastic shoe goring. 
SEE US at Booth 330 at North Americon Factory Management Conference, Hotel Netherland-Hilton, April 20-23. 
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enjoy Desco’s already famous 


HAWAILAN LUAU 
DOOR PRIZES 


Beautiful Hawaiian native girls serving 
pets ec ~~ dines exotic island foods and modelling our 
given away daily exciting casual styles... refreshments 

from breakfast through cocktail hour. 


209 WEST 33rd ST. INN. Y. 
(opposite Penn Station) 


DESC 


During the New York Popular 
Price Shoe Show See The New 
Shoes and Boots for Fall— 





See Desco’s Sensational 


To Be Seen At 
These Regional ® 
Shoe Shows: 
COLUMBUS, OHIO 
at... Deshler Hilton 
April 30, May 2, 


ATLANTA, GA. SERIE 
at... Henry Grady 

April 30, May 3, 
DALLAS, TEXAS 
at... Adslghus new style developments that are 

May 6-10. destined to carry the Red 

ea MICHIGAN Carpet construction to new 
° Mey 14-16. fashion heights —- and to new 
PITTSBURGH. PA. sales and profit records! 
at... Carlton House 


May 21-24 3 REVELATIONS THRALL-MATES DARLIN‘S 
oa a DESCO DESCO DEBS DESCO BOOTS 


DESCO SHOE CORPORATION 


REX SHOE CO., INC. (a Subsidiary) 
209 WEST 33rd STREET (Opposite Penn Station). 
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to find a material to combine with a 
white leather upper that will provide 
extra flexibility, durability and more 
fatigue-free hours in a woman's serv- 
ice shoe. 


i SCOTT Beir FOAM 


Here’s the astonishing new polyester breathable foam that allows perspiration 
to evaporate, developed by Scott Paper Company, destined to generate new 
major advances in shoe-making and shoe selling. 


And here are a few reasons why: 


Scott Footwear Foam can be combined directly with the upper or lining 
to form one inseparable unit. 

When laminated to the upper, it stays with and goes with every twist 
and every turn of the upper — and then brings the upper back to its 
original shape while greatly minimizing piping. 

Completely resistant to oil, acid and perspiration — retains 

its original properties for the life of the shoe. 

Every square inch of Scott Footwear Foam has 80 breathing pores 
that quickly evaporate perspiration 

Insulating properties keep shoes warm in winter, 

cool in summer. 

Shoes constructed with Scott Footwear Foam permanently 

remain in original lasted shape at toe, vamp, and 

backpart, while upper retains original natural softness. 

Scott Footwear Foam conforms to the natural contour 

of the foot and comfortably accommodates 

minor foot malformations 

Scott Footwear Foam is adaptable to every leather, 

canvas, synthetic or natural upper material 

in the industry for combining with shoes, 

slippers, or boots of any kind. 

Extremely durable and lightweight. 

Completely crease and 

wrinkle-resistant. 


MR. RETAILER: To solve many of your 
shoe-selling problems, buy and sell the . 
brands that feature Scott Footwear Foam. / Scott Footwear Foam is featured 
Let us give you the whole story in person in nurses’ shoes by Fortunet 
at the Factory Management Conference, White glove leather by Brezner 
Netherland-Hilton Hotel, Room 702, . ; (div. Allied Kid Co.) 
April 20-23. : See the entire Fortunet line at the 
P.P.S.S.A., Empire State Building, 
Suite 6720 


worldwide distributor: . 


HILLIPS-PREMIER CORPORATION 


NATIONAL DISTRIBUTORS FOR PROMINENT MANUFACTURERS e 186 SOUTH STREET, BOSTON 11, MASSACHUSETTS e 
SUBSIDIARY OF ALLIED KID COMPANY Scott Footwear Foom is a trademark of the Scott Paper Company. Patent Pending 
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LETTERS 





Bring back style to the U. S. 
Your article “Is Style 
Strangling High-Fashion Creat- 
(RECORDER, March 15, 1961) 
was most interesting to me. I have 
also read an article “America Looks 

to Europe for Styling of Lasts.” 

For many years the U. S. led in 
styling of shoe lasts, and our lasts 
were sought after by all the lead- 
ing European shoe manufacturers. 
About three years ago some Ameri- 
can shoe manufacturers saw what 
they needle toe shve in 
Italy and brought it to America. 
It was taken up and swept this 
country by storm. From the single 
needle toe came the double needle, 
triple needle, etc. We have had over 
three years of needles, but this is 
the first time any style really took 
from Italy or, for that matter, from 
any European country. 

One of the reasons the U. S. has 
led the world in style is that most 
of the U. S. last manufacturers 
have large style and model depart- 
ments that are very costly, whereas 
the European manufacturers could 
not afford them. 


Piracy 


ors?” 


called a 


Now as to “Piracy"”—style gen- 
erally originates in the high price 
houses in the New York district. If 
a style went over big there, it was 
watched by manufacturers of the 
lower grade shoes and taken up by 
them. Again, if it went over, it was 
taken up by a still lower grade from 
which most volume shoes are made. 
We last manufacturers do not con- 
sider a style really good until it has 
reached volume manufacturers. But 
as a rule, volume manufacturers do 
not copy high grade manufactur- 
but wait until the style has 
proven itself in the upper brackets. 
We at Vulcan are trying to bring 

last styling back to the U. S., and 
to that end we have engaged Sey- 
mour Troy, the Dean of American 
fashion shoe designers, as consult- 
ing designer. 
we hope to work with the high style 
houses in this country and thus 
bring back style to the U. S. where 
it belongs. 

JOSEPH HENDRICK, VICE-PRES. 

IN CHARGE OF LAST DIVISION 

VULCAN CORP. 
PORTSMOUTH, O. 


ers, 


April 15, 1961 


And, with Seymour, 
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by GERALDINE EPP, teenage editor 


Old favorites: revived and revised 


Now that you're seeing the new fall collections, here is a 
check-list of important styles to be considered when you start 
writing sizes: 

Loafers are back in vogue. A true refinement of moccasin 
treatments gives this movement keen fashion excitement. 
Welting, stitching, pinked edges and antiqued metal touches 

. mellow glove tannages and soft brushed leathers... . 
all contribute to a rich, hand-cobbled look. Genuine hand- 
sewns also have been revised . . . via square toe lasts and 
square-backed heels. 

Elaborating on this trend back to step-ins, watch for high- 
rising throatlines, often achieved with vamp overlays 
the dressmaker detailing of mudguard treatments and 
pleated vamp inserts . . . and finally, the fun of half-boots 
or “minum” boots. 

These diminutive-type boot-shoes, as well as higher boots, 
loom importantly for fall-winter campus wear. The rough 
weather of the past season underscores the practical aspects 
of this fashion story. Extremely lightweight and pliable... 
often colorful, many boot-shoes feature crepe soles. 

In dress flats and little heels, the pretty interpretations 
of ballet slippers and dancing shoes. Instep and near-ankle 
straps, to be tied or knotted, are part of this party-time 
trend well expressed in soft kidskins and beautiful 
fabrics . . . on pointed or ovaled lasts. 

Bows, strictly speaking, are “old-shoe” treatments 
have replaced them. But, there’s an important exception .. . 
the girlish velvet or grosgrain bows used to soften and dress 
up the simple pumps made on exaggerated square-toe lasts. 

In the May 1 issue we'll take a more comprehensive look 
at the important fall samples of top teen houses .. . 
also try to call the color story . .. one, two, three. 


and 


Diminutive boot 
Sandler of Boston 


slipper 
e Liso Debs 


Dancin 
Entree by 


High-rising stepin 
Robinette 











ARMOUR'S NEWEST VERSION OF 
DOUBLE USAGE — TWO WAY NAP LEATHER STYLED 
FOR YOUR CASUAL OR LITTLE HEEL LINES 


(The reverse smooth side can be used for trim) 


a 


tomorrow's tannages today 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 


SHEBOYGAN, WISCONSIN 
UPPER LEATHER DIVISION U. S.A. 
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THIS AD 


1S IMPORTANT TO YOU.. 
READ EVERY WORD 


Independent Survey* Indicates 


Il MILLION 
MOTHERS WILL WANT 


their children’s shoes lined with 


f ‘Your ¢ hile 7 
Style, Vali * Pric 
® Baportant Z "all, 
ob. lildren’s «| 


...the only shoe lining with the Parents’ Seal | ror insc. 0% st soit tacrl 
Pacirarn' pit, the shoe 


You'll sell a Jot more shoes with Pacifate! Not just an educated] cioth jinn 
guess... but a hard fact, proved by an independent survey! Of 
the millions of readers who will read the Pacifate ads in Parents’ 

Magazine, 90% of the mothers questioned said they would look ey rine 
for Pacifate in their children’s shoes! Over 50% of the parents Promenther in shoes ais 


TED LInin ACIP 
to wet « “INING ig loee CIFATE 
get stiff, uncomfortab| apt to crack or 
able 


(men and women) reading the ad shown on right indicated they] | the wean 

. a ° ° ~ © persni;.; “es oy 
want Pacifate Protected Lining in their own shoes. Get your *rspiration rot inside 
share of this tremendous market. Line your shoes with Pacifate PACIFAP EAT Is 


on . FATE PROTECTE 
... feature the famous Pacifate seal that clinches the sale! SHOE LINING? > 


children’s 
0€S you hb S feet 


ROTECTEDH LININ¢ 


uy hay 
g& he! ¥ ng 


: : I . 
fit and foo PS maintain : ACIFATE 


PACIFATE ie ee ene ee 
What /s Pacifate? Pacirara eaiment for shtcMirobia 
Pacifate is the exclusive germicidal processed lining that pre- _ fe 1 
vents reinfection from athlete’s foot, retards foot odors, 
keeps leather soft and supple longer, retards drying and 
cracking due to perspiration rot. It’s the only shoe lining 
approved by the National Foot Health Council... the only 
shoe lining with general consumer acceptance... the only 
shoe lining backed by major national advertising! ™ bf poo THE NATION VED 


Visit us at the Cincinnati NAFMC Show April 20-23 — FATE lined shoes fo... oO NCU 
Netherlands-Hilton Hotel — booth +323 : 


T J T° - ’ * 
WAMSUTTA /PmCIFIC ris 0 the 
. : . . a rays 
Industrial Fabrics * 1430 Broadway, New York 18,N. Y. * So-called sanitary ed. 
or further o's Substit 
inf ‘ 

*Home Arts Guild of Chicago, a panel of parents of children under 12 years of age chiropodist, Podiatriee 0" 

on am a am am Gm am om am am aS > os os —_ = os om ,or 


ee a te shoe 


Wamsutta /Pacific Industrial Fabrics oot Healt 
1430 Broadway New York 18, New York What My free 

Gentlemen: Hols arents K 
Send me complete information about Pacifate lining PACH 


and detailed survey results. inall p (CIFIC A new ger micidal finieh 


WAn aby Products. 
Na , 
a INDUSTRiag ne ETA /p A Clie 


a7. New Yor, 18, N.Y 


ct Bab, 
'20y with @2t-microbia) 


Address 


City Zone State | 


a ee aa ae ON RE TEPER Ce Le EE 
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An exciting new product from Lucky Sales Co., Inc. 


% FINEST CARNAUBA WAX POLISH 
MESSY SHOE SHINE that “gives 2. professional. shine every 
: time, and preserves leather, too 
PROBLEMS % KLEAN WAY APPLIER 
V impregnated wuts ON wax 


vax puts 


exe), h easily and without soil ng hands 


% KLEAN WAY NO SOIL BUFFER 
to give a high gloss shine long 
lasting specially formulated to 


prevent soiling if dropped 





% KLEAN WAY SHOE SHINE HOLDER 
that can be hung on wall or closet “or 


[ola@mclelelcie mee a calicisa: 


ADDED ATTRACTION... 


Glamorous new KLEAN-WAY Shoe 
Shine Unit for women, in deli 


pastel colors. 


FOR MEN, WOMEN, BOYS & GIRLS 
So easy to use the smallest child can 
shine his shoes quickly and easily, and 
without a mess, nothing to drip or spill. 


Black, Brown, Neutral RETAIL, ABOUT $1.50 
KLEAN-WAY Polish Pak, 


RETAIL. ABOUT 40¢ 


SEE KLEAN-WAY 
AT THE 

POPULAR PRICE 

SHOE SHOW 
Rooms 634-635 
Hotel New Yorker 

April 30 - 
May 4 


EXTENSIVE CONSUMER ADVERTISING CAMPAIGN 
America’s major magazines will carry the 
news of KLEAN-WAY to millions .. . 

PLUS HIGHLY PRODUCTIVE SALES AIDS 


LUCKY SALES CO.., inc. 


LOS ANGELES: 11711 EXPOSITION BLVD., GRanite 89893 
CHICAGO: 3818 ARMITAGE AVE., HUmboidt 6-7810 
NEW YORK: 47 W. 34th St., PEnnsyivania 6-5955 
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When I ask 
for Rain Dears 
I want 

Rain Dears, 
and nothing 
BUT 

RAIN DEARS 


See America’s most asked for... 
most wanted plastic rainboots at 
the Popular Price Shoe Show. 


Rooms 634-635 
Hotel New Yorker 
April 30 - May 4 


LUCKY SALES CO.,inc. 


April 15, 1961 


HE TRIED AND FAILED... 


This salesman tried to substi- 
tute another brand of plastic 
rainboots for Rain Dears with 
sad results and an unhappy 
customer... 

They ask for Rain Dears — 


give them Rain Dears! 


adie 
LOS ANGELES «+ CHICAGO » NEW YORK 





This is “Sherry.” 
The sole stamp says Miracle Tread.” 


But, brother, what you’re really looking at is a 
manufacturer with the retail point of view. That's 
why Miracle Tread is making a solid impression in 
the $10.99-$12.99 field . . . why Miracle Tread 
retailers are getting faster, more profitable turn- 
over —and getting it on a minimum investment! 


Just size in before you turn in . . . Miracle Tread’s 
in-stock service will keep you from dreaming about 
walkouts. 


Wpinacke 


turn it over 
look behind it, too 





And, with Miracle Tread, you don't have to buy heavy 
early in the game to get the benefit of full discount 
you get the same whopping 5‘; on reorders too! 


Add to this Miracle Tread’s co-op advertising, 
which enables you to pull in more customers at 
half the cost. 


The Miracle Tread man wants to tel] you more. 
Get the full story now. 


® 


manufacturer 
with the 
Retail 
Point of View 


Miracle Tread, another Constant Turnover product of Craddock-Terry, Lynchburg, Va.—N. Y. Sales Office, 112 West 34th St. 
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Make the JOB-FITTED* 
eo} goleie-laamm. 4ela Gu ielam celen 


Put an end to hit and miss work shoe fitting. 
Boost sales . speed customer service . 

insure more satisfied customers! Weinbrenner’s 
JOB-FITTED program means you can recom- 
mend and supply the correct shoe for every 
type of industrial and outdoor work. No more 
“making do”... you always have the right 
shoe for the right job . at the right time. 


Your store becomes “work-shoe headquarters”! 


Mn . 
Tas BRUISER ~ 


ste 
JOB-FITTED for 
= 
roofers, carpenters, \_ 
tree surgeons, stone 
masons, bricklayers, truck 
drivers, steel workers 
Designed for maneuver 
ability, comfort, safety, 
» The right shoe for 
3 rugged work' 


No. 633 — Natural Retan 
Split, Double Leather 
Uppers, Neoprene 

Crepe Sole and Heel. 


MERCHANDISING INCREASES SALES 


Powerful merchandising aids: banners; displays; 
counter cards; mailers; plus comprehensive na- 
tional advertising, reinforce Weinbrenner’s JOB. 
FITTED Program. Designed to help you sell 
more Thorogood JOB-FITTED Work Shoes. 


JOB-FITTED for 
rough farm work 
and wear. Con 
structed to with- 
stand extreme weather 
conditions and cor- 
rosive barnyard 
chemicals 


Brown Horsehide, 
Ny ‘ Steel Arch, 
Y a Vul-Cork Sole. 
~n 


f 
»” 
aw 
‘ 
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SPECIAL SERVICE 
JOB-FITTED for letter carriers, 


firemen, policemen, delivery 
men, truck drivers; men 
who walk, and 

work on their feet 

all day. New 

THORO-FIT 

Cushioned Con 

toured Insole for 

extra comfort 


No. 1258 - Biack Dress 
Oxford. Black, Long 
Wearing Cushion Crepe 
Sole and Heel. 


POLE HIKER 


JOB-FITTED for 
linemen. A product 
of intensive re 
search and field 
testing. Provides 
comfort and protec 
tion essential for 
precarious 


high work. 


No. 400 — Oil Tanned 
Uppers, Leather or 
Oil-Pruf Soles. 


*THOROGOOD JOB-FITTED Rule 


Weinbrenner’s great new sales tool . the 
JOB-FITTED Rule doubles the effectiveness 
of the Thorogood JOB-FITTED Program. Makes 
everyone an expert in recommending the right shoe 
for the right job. Handy 
pocket size easy to use. 


MOF. 50 shoes listed. Thoro 
Of TTL: ™ good JOB-FITTED Rule 
fe ~ ae, a 


available upon request. 


Division of Textron, Inc., Milwaukee 1, Wisconsin 





IN STOCK: 


For back-to-school orders 
CAMP BOOT + CHUKKA BOOT 
FOUR EYELET OXFORD 


PLUS many popular styles 


with conventional leather uppers 


having the exclusive GROW-RIGHT features 


SEE THEM AT THE FOLLOWING SHOWS 


New York Popular Price Shoe Shou 


Hotel Sheraton —Atlantic—Room 565 
April 30-May 4 


San Francisco Shoe show—April 30-May 4 
Dallas Shoe Show—May 7-10 


Columbus Shoe Show—May 8-10 


= | 


° 


X 


ae AAR 


GROW-RIGHT waterproof shoes 


for children’s all weather wear 


This Fall be sure your store has the only waterproof shoe for children 





with these outstanding selling features: Laboratory tested SYL-MER 
tanned glove leather uppers that “breathe” yet keep water out... All 
seams sealed . . modern molded construction produces unbreakable, 

, ‘ is The (eomiy Mee Dadi, 
waterproof bond between upper and sole ... No nails ... No tacks .. Chiintatens teen o> 
Steel arch supports . Deep, insulating full-cushion midsole Foot A NEW PAIR 
conforming flexibility—needs no breaking in... Holds its shape through FREE 
extraordinary wear ...So durable, so lasting that each pair sold is 

© SO. 88 wEen GUT 

guaranteed. Om COUNTERS amEan BOWE 


werone 
; : Tek OnO8 1 OUTEROwN 
Five widths in sixteen sizes of sensible wide toe design enable you 


to fit even the problem foot. Long markup makes profitable retailing 
possible 
Protected dealerships available 


UNIT VULCANIZED IN 


GieGicG sEE= 


Potent No. 2 


GRO-RITE SHOE COMPANY, INC. A WELLCO-RO-SEARCH AFFILIATE 


Mount Gilead, North Ceroline 





THE ULTIMATE FOR SILHOUWELTS 
MEN'S CEMENTS 


Tighter Edges Stronger Bonds 


Shorter Drying Time 


Gives you better shoes and 
Speedier Production 


wi Neb ADitS dd. 


Demonstration! 
UNITED SHOE MACHINERY CORPORATION 


140 Federa! Street. Boston 7, Massachusetts 





This shoe is made of Gahna Buffalo Calf— 
the Gahna brand as ever is your assurance 
of quality and consistency. 


LOEWENGART & COMPANY, INC. + 443 PARK AVENUE SOUTH, N.Y. 16, N.Y. 
Tanneries: MERCERSBURG, PA. » MOOREFIELD, W. VA. « PETERSBURG, W. VA. + CAGUAS, P. R. + JUNCOS, P. R. 


"Reg 


Gohna Cowhide 
Gahno Bullolo Calf 
Geohna Goatskin 
Gohna Pigskin 
Gohno Sealskin 
Gohna Ostrich 
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Necessary 
Funds without 
Delay 


April 15, 1961 


Increase 
in 
Volume 


Receivables 
as 
Collateral 


Planning, sales, and merchandising are the motivating forces of 


today’s economy. They require extra effort, extra time. By relieving 
you of working capital problems through accounts receivable financ- 
ing and by assuming all credit functions and risks, our factoring 


program provides extra time you can convert into money. 


Sufficient 
Working Capital 
and Sufficient 
Time 





Johnson's shoe polish 
is the best thing that 
ever happened to the 
shoe repair business, 


says Alfredo Drago, of Drago Stores, Incorporated 


AT NEW YORK’S DRAGO STORES, JOHNSON’S NEW WAY 
TO SHINE SHOES OUTSELLS ALL OTHER POLISHES 4 to 1! 


noe repair st resin met 


Johnson's Shoe Polish is now in full national distribution, with— 
Biggest advertising campaign in shoe polish history—Double profit 
story—Free display rack! Johnson's Shoe Polishes— 

14 colors including white and neutral JOHNSONS {1 WAX 


For the whole story, see your Johnson's Wax representative or your wholesale salesman. 
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YORKER + ROOMS 1106-110 


POPULAR PRICE SHOE SHOW 


SEE COMPLETE DISPLAYS OF | IN-STOCK] ITEMS AT ALL SHOWS! 
BATA SHOE COMPANY, INC. + IN-STOCK DIVISION * BELCAMP, MARYLAND 





“ Super, 
hg ol, a 


i 
— 


rm - 


Super for red-blooded Americans with young ideas. 


Super for retailers who want to capture this huge 
market ... get maximum turnover on their invest- 
ment—the more you turn, the more you earn 


Styled for men with the young point of view... super 
value for fast selling momentum in the $8.95-$10.95 


big volume field 


Super in-stock service same day shipments to 
keep your volume rolling on a minimum investment 
. and no penalty on reorders— you get Bob Smart's 


regular discount on reorders too! 


PLUS co-op advertising to help you track down all 
braves in your community at half the cost! And al! 
sorts of special retail services from a company that 


thinks retail! 


Chief, if you're looking for more wampum —the green 
variety—see Bob Smart. America’s fast growing 


young line on the men’s shoe reservation! 


the 
manufacturer 
with the 
Retail 


Point of View 


BOB SMART, another Constant Turnover product of Craddock-Terry, Lynchburg, Va. - N.Y. Sales Office, 112 W. 34th St. 
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“No! | don’t want a “just as good” imitation stacked heel! 


| want shoes with genuine stacked heels 


... Spectro Stacked Heels!”’ 









































Why lose out by accepting an “also-ran” imitation? Authen- 
tic Stacked Heels mean Spectro Leather Fibre Heels 
Spectro Stacked Heels in hundreds of eye-catching shapes 
mean easier-to-sell shoes. 

Spectro Stacked Heels help to sell shoes because of the exclu- 
sive Spectro features that cannot be duplicated. Insist on 
authentic Spectro Stacked Heels. 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 


SPECTRO» BRAND WHEELING BOARD 1S ALSO MADE IN CASEYVILLE, ILLINOIS BY WESTERN 
FIBRE CO... IN CANADA BY BENNETT LTD... FORT CHAMBLY, P_ GQ... AND IN THE UNITED 
KINGDOM BY SYSTON FIBRE BOARDS LTO., SYSTON NR LEICESTER, LEICS 
1F HEELING BOARD 1S MADE BY ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 
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[Hon 
ladal 
(efs\mpany 


TAKES 


A NEW NAME 


Li SANCO 


Fe ooT WwW & A R INC 


e NEW ADDITIONAL QUARTERS FOR EXTRA PRODUCTION 
e NEW EFFICIENCY FOR GREATER VALUE 
e NEW STYLES FOR BETTER PROMOTIONS 





Today’s most wanted soft crushed leather ... Kiddy Kat, for women’s 
glove-soft casuals with that sought after shrunken crushed look. Soft to the touch and subtle to the eye, 


Kiddy Kat is made in all the right fashion colors — one of the many new wonderful leathers by Irving. 


MUUY We 


We 


~Sy . 
> ee 


So t 


Irving Tannin iompany 194-140 Beach Street, E ostonn is, Massachusetts 
EXPORT DEPARTMENT: 60 SOUTH ST., BOSTON 11, MASSACHUSETTS 4 / 
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TO KEEP SHOE SALES ROLLING 


“We Ought to Be in Your Shoes” 


5 GREAT CROWN FOAMS 


Cushioning that keeps your shoes comfortably lightweight, fiexible and porous—it breathes. 


AIRTUFF —the finest firm foam latex available. AIRTUFF provides firmness and 
toughness that stands up under the most severe punishment . yet is lightweight, 
breathable and comfortable. Actually TEST PROVEN in famous makes of football 
shoes where other materials failed. Used for insole combinations, sock linings and 
bottom fillers, AIRTUFF combines light weight (2 to 3 times lighter than sponge) and 
porosity (it “‘breathes”’ for cool comfort) with resiliency and long life . . . the finest 
foam qualities you can offer 

SPECIAL NOTE: AIRTUFF can be poured directly on various types of shoe board saving the cost 
of further lamination 


VULCO-FOAM — especially formulated for use in shoes manufactured by the 
vulcanization process. VULCO-FOAM contains all of the superior qualities of Crown 
AIRTUFF and, in addition, resists the heat of vulcanization . . . the first and only foam 
latex proven to resist these temperatures. 


FOAMCOTE — our most popular a/l/ purpose cushioning foam. A standard ‘‘medium 
compression”’ used on a multitude of fabrics for cushion insoles and sock lining combina 
tions, fillers, plumpers, vamp and tongue liners, heel pads and replacement insoles 
FOAMCOTE is the most comfortable shoe cushioning material in use—lightweight, 
porous, cool and durable. So durable that it takes a beating and still retains its shape 
and comfort throughout the life of the shoe 


"B”* FOAM on Insole Board—the special “Blue Foam" with superior aging and 
compression features . . . that replaces “‘bonded"’ scrap foams. Available on any board 
that comes in roll form, ““B"’ FOAM is poured in thicknesses from to 4%" with 
excellent dimensional stability. Shoes using ““B’’ FOAM are “‘money savers’’, too, since 
“B” FOAM is generally less expensive than “bonded” foams of comparable compression 


FOAMPUFFE —the billowy “soft” foam used primarily in thicker gauges (%4"' and 
up) to give a pillow cushion effect. Unlike polyurethanes and polyesters, genuine foam 
latex FOAMPUFF keeps its shape and gives cushioning comfort as well as puff for 
pillow-type insoles 


if you retail: Crown foams give your customers the com if you manufacture: Jake advantage of the spe 
fortable, cushioning quality they are looking for. Comfortable, cial selling qualities and availability of Crown Shoe 
lightweight, breathable resiliency . . . that keeps sales rolling Foams. All Five foams are poured on standard or custom 
and satisfied customers coming back for more. It’s only smart boards and fabrics to your exact gauge specification 
business to ask for and insist on Crown Shoe Foams in the Call your nearest representative or Crown direct 


shoes you of er. »~+«» now 


(crown RUBBER COMPANY, Fremont, Ohio 


Represented by: 


John G. Freeman Company C. F. Bogle Manufacturers Supplies Company C. M. Sharples 

918 North 4th Street P O Box 776 715-730 North 18th Street 38 Temple Street 
Milwaukee 3, Wis. Grand Prairie, Texas St. Louis, Mo Framingham Centre, Mass. 
Al Verdekal Schwab Latex Company A. J. & J. R. Cook Company Thomas K. Connor 

P O Box 69 Riverside Drive and 134 Street 605 Mission Street 2302 West End Avenue 
Elizabethtown, Pa New York 31, New York South Pasadena, Calif Nashville 5, Tenn 


ATTENDING THE FACTORY MANAGEMENT CONFERENCE? See us at the Netherland Hilton — Room 719 
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WHO'D BELIEVE 
THE WORLD'S 
FINEST BOOTS 
COME FROM... 





MUTLLIONS DO... 


Over 2'2 million men and boys 
bought Georgia products last 
year. Down in the town of Flowery 
Branch, Georgia, we take pride in 
our tradition of fine bootmaking 

that’s why there's an extra 
measure of value built into the 
Georgia products you feature in 


your store 


9 Top-Circulation Magazines 
\ 27 Million Impressions LIFE 
All Ads in Color 
Throughout 1961 


Schedules in these nine ime 











RAWHIDE BIG NEWS c—- 





GEORGIA SHOE CO. 


RAM GIDE: 


The WEW LEATHER 


| 4 RAWHIDE is it! Never has the most durable, flexible and 


comfortable of leathers, yet Raw 
hide has the same comfort quali 
ties of glove leather. Rawhide 
will take the punishment of snow 


O 
Oo any new leather had such an im 
~ pact on the men's and boys’ mar 
a ket (our initial orders for styles 
‘@) in Rawhide tell us this is the big- 
slush, water, yet retain its shape 
Mf 


gest thing in years) 
and softness for foot comfort at 


The reason our testing of 
Rawhide leather has proven it's all times 


New STYLES |e ea nea 
: ; Price 6.45 
F ALL DATING 

Sell them now 


k them new 


ae all 
Pay for them" the t 
a 


Price 5.25 


Puscessrm | wwoce ser eroce eer 


Paeoce 66 wore eer 


| , 
t [ Neoprene we 


enero eee 75 | ' ' : » ‘Ovies8a5 | Weengion lost. Goodysor wen featur 
a Creo 6: Price 6.75 ug. 293 Your 103. Price 5.60 pattem scermalee etl catty esd 
Me. 234—Boys' sizes, | to 6. Price 5.40 | pecial hee eand erhee! Price 7. 


Ondtr Now! Ment Boole 4 Shes tn 
GEORGIA SHOE 


RAWHIDE by F ~aroolinte 


Price 8.40 





RELICS OF A BYGONE ERA 


In today’s modern shoe store, cumbersome methods of wrapping—the string, 
the tape, the pre-cut paper, or the square bags—have all become as old-fash 
ioned as Diamond Jim Brady's moustache! 1961 calls for EQUITABLE TAKE- 
HOLD® SHOEBOX BAGS. Here's why: 1. They speed up sales. Sales people can 
concentrate on selling instead of searching 
2. They eliminate costly wrapping operations. 
3. They're beautifully designed and printed to 
promote the store's image...to promote a 
high fashion look. 4. They're best by test. The 
handles are the strongest, the paper superior 
quality. 5. They create more customer satisfac- 
tion... women use them and re-use them! 


IQ} @ourrasce 


PAPER BAG CO., INC. 
45-50 Van Dam Street, Long Island City 1, N. Y., STillwell 6-0620 


Paper Mills and Southern Bag Plant, Orange, Texas 


MAIL THIS COUPON NOW! To “package” a more 
successful shoe store...use Equitable Self- 
Opening Style Take-Hold® Shoebox Bags! 


quitable Paper Bag Co., Inc 
45-50 Van Dam Street, Long 

Gentiemen 

1 would like to know more about Equitable's Seif 
Opening Style Take-Hold® Shoebox Bags. Please 
send me complete information 


Name 
Position 
Company Name 


Address 
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YOU'RE CORDIALLY INVITED 
TO SEE YORKTOWN 
AT THE SHOE SHOWS 


P.P.S.S.A. SHOW, New Yorker Hotel, N. Y., 
Rooms 501, 502, 552, 553. . . April 30-May 4 
NORTHWEST SHOE FAIR, 

Hotel St. Paul, St. Paul, Minnesota... . April 22-25 
OHIO SHOW, Deshler Hilton Hotel, 

Columbus, Ohio . . . April 30-May 2 
SOUTHEASTERN SHOW, 

Atlanta, Georgia . . . April 30-May 3 
SOUTHWESTERN SHOW, 

Baker Hotel, Room 302, 

Dallas, Texas . .. May 6-10 

PENNSYLVANIA SHOW, 

Pittsburgh, Pa... . May 21-24 

MICHIGAN SHOE FAIR, 

Hote! Statler-Hilton, Detroit, Mich. ... May 14-16 
NEW ENGLAND SHOW, 

Parker House, Boston, Mass. ...May 7-10 


West Coast Shows: 

BUCKINGHAM & HECHT, 

New Washington Hotel, 

Seattle, Washington . . . April 15-18 
SOLNIT SHOE CO. — Buckingham 
& Hecht, 817 S. Los Angeles St., 
Los Angeles, Calif. . . . April 23-26 


GEARED T0 GO 


vats tei IN 1961 


answer to the challenges of 1961...a 

complete men’s — boys’ in-stock line strengthened 

and expanded after careful analysis to meet and 
overcome the competitive situations Yorktown merchants 
will face in 1961. 


IN STOCK FROM ONE SOURCE 


140 STYLE NUMBERS FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
28 STYLE NUMBERS FOR BOYS, A-EE; 214-7, $8.95-$9.95 retail 


nationally advertised in ESQUIRE 


Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
Main Office, Factory and In-Stock Department 


GARDINER, MAINE 
New York Sales Office: Marbridge Bidg., 47 W. 34th St 


FOr a EL ib AND BoYS Far Western Distributors: Soinit Shoe Co., Buckingham & Hecht, 


817 S. Los Angeles St., Los Angeles 
Also makers of Air-tred Shoes for Men 





THREE GENERATIONS OF FINE SHOEMAKING 


Boot and Shoe Recorder 





PATTERN PORTRAIT 


ashion .. . hi-riser 


* > 3 


by GERVASE BUTLER 


What meets the eye here is a subtle modulation of several familiars. 
Start with the shaping we have come to know as the Chukka boot... 
give it new elegance in the engineered slope from its sleek gored 
high-on-the-instep topline to its tapered moc toe... add sparkle in 
fine grain texture. Verdict: a leisure standout. Weyenberg. 
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The acceptance of tailored shoes 
as an important part of the cur- 
rent fashion picture—here is very 
good news for the shoe industry. 
Now is the time for you to get 
ready to dramatize it as what it is, 
an occasion shoe. There is no sub- 
stitute for it any more than there 
can be for a gold lamé evening shoe. 
They are both definite types for 
definite kinds of clothes. This can 
mean a big increase in extra pair- 
age sales if you take advantage of 
your opportunity. 

A ratio of 65 to 35 per cent is 




















"Beau Brummel,” 


town boot, un- 


forepart, crimped vamp, 


squared tip extension edge, stacked 
heel, side gore udjustment. English 
man's boot adapte 


by David Evins. 


The rising tide of tailored types... 


what Seymour Troy—now styling 
for Vulcan Last Corp.—gives on 
tailored against dressy types, in 
this expanding trend. He puts these 
tailored styles on heels ranging 
from 15/8 to 18/8. His conceptions 
for new toe shapes in lasts include 
two “spoon” shapes, the “fruit 
spoon” the more elongated, slimmer 
version, designed for the triple 
needle customer, to be used on 18/8 
and 23/8 heels. Square toes are 
best on more sporty types, he con- 
siders. 

Margaret Clark, designer for 
Margaret Jerrold shoes, points to 
the influence of tailored styling 
even on evening shoes. There is the 


Tailored pump, new "Grace" last, 
stacked heel, toe character accented 
by leather lacing, from Newton Elkin. 


Left: Unmistakably tailored, buckle 
strap, rising front, straight stacked 
heel, softened tip. |. Miller. 
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Riding in on the crest of the trend to medium and walking heels, 
comes a floodtide of tailored types. They are in many interpre- 
tations, from sporty walking shoes to more delicately detailed 


town suit shoes such as we show here. 


man’s dancing pump made for 
women, already successful at re- 
tail. Toes and heels can be any 
shape and type for tailored pat- 
terns, she notes. However, she sees 
a trend to covered heels for day- 
time wear. 

Kenneth Lane, fashion director 
of Christian Dior Shoes, New York, 
will use for fall both a very flat 
square toe—%, of an inch across 
mostly on an 18/8 heel, and a flat- 
tened oval on a 14/8 heel, their 
Tibet last. He likes extension soles 
with square toes. 

In tailored shoes fuller toes are 
wanted on the lower heels—14/8 to 
18/8—according to Ben Schwartz, 


president of Schwartz & Benjamin, 


Above: Flattened oval toe high- 
lighted by delicate asymmetric pip- 
ing, on new 13/8 stacked heel, by 
Howard Fox. 
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makers of Customcraft and Rinaldi 
shoes. 

From a leading chain comes an 
estimate of 75 per cent tailored 
types for late fall. Dan Geller, of 
the Andrew Geller store in New 
York, considers tailored types very 
important but says toes will still 
be pointed for fall 1961. 

So goes the story and from man- 
ufacturers in the under $20 bracket 
as well and from retailers in all 


price categories. 











Strap shoe with a new look on finely 
squared extension sole, tailored de- 
tailing, very straight heel, by D'An- 


tonio. 


One of a group of avant-garde 
shoes on new 15/8 heels. Combina- 
tion bon bon, brown and black. Cus- 
tomcraft Rinaldi. 





Nyton.velvet with kip 
KALI-STEN-IKS 


Lightweight ACROBAT in nylon 
velvet, leather trim 








PIED PIPER—scalloped eyelet 


STEP MASTER—in tartan nylon 
stay velvet and black 


JULIUS ALTSCHUL—tapered bal 
with contrast trim 








JUMPING JACKS SRS.—with 


pointed collar back to school 


KREIDER’S “FOOT TRAITS" —go 





EBY’S FLEET-AIR 
smooth trim 


pigskin with 








Build business on bals 


Here’s a collection of bals that should get the fall 
and back-to-school season off to a good start. Manu- 
facturers are confident of good pairage on these, 
simply because many of them, in lighter versions, have 
been in the spring-summer lines and have been well 
accepted. They are a natural for the coming season, 
especially with the variations in detailing, the Bon 
Welt and Goodyear Stitched constructions that keep 
them light but sturdy, the tapered toes on single or 
double needle, the leathers and colors. The emphasis 
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by ESTELLE G. ANDERSON 


is on contrasting piping and welting. New treatments 
of lace stays and patches. Revival of ghillie patterns 
These are the selling features, with a wonderful assist 
from smooth, brushed or grained leathers, nylon velvet 
and combinations. Color will be live and exciting... 
Mountie Red, Red Cherry, Tartan, Whippet .. . all 
the golden browns, Gingersnap and the neutrals. It’s 
up to the retailers to buy, promote and sell. This wide 
array is the magic key to increased sales. Give the 
high sign to the children. It will come back in dollars. 
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INTERNATIONAL—low runner, 
moc. stitch 1 


FOOT KINGS—slipon by A. S. 
KREIDER & SON 





IDE-BeTE—in elasticized top- 
nesitpon ' 





GERBERICH GOLD COIN—high 
riding slipon 





BROOKSY——antiqued brown high 
riding slipon 


What's afoot in 


Specifically the high-riser, easy on and off 
slipons. They combine comfort, styling and sturdi- 
ness ... important features as far as boys are con- 
cerned. Although young enough to be “all day active,” 
they are very much aware of style. These youngsters 
are discerning. You can’t sell them just any shoe. 
They have definite preferences, often based on emu- 
lation of their father, older brother or friends. Manu- 
facturers have discussed this subject with their retail 
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Ae 
i] 


DR. POSNER—‘‘boxer"’ topline 
for snug fit 


boys shoes? 


accounts to make sure they don’t overlook a selling 
bit. One result . high risers like these . .. on 
medium taper toe lasts. There will be increased use 
of elasticizing, gore adjustments and “boxer” tops, 
Guantone stitching, scuff resistant leathers. And a 


‘ 


change in the color picture away from “any color is 


good as long as it is black” to a goodly percentage of 


darkened browns. 





S. F. EAGAN, 1961 North American 
Factory Management Conference 
chairman. 


One morning ten years ago at 
the Commodore Hotel in New York, 
some 40 skeptical shoe factory ex- 
ecutives gathered in a large meet- 
ing room. They were told to be 
seated up forward so that the 
group wouldn’t look so “thinned 
out.” 

The chairman solemnly rapped a 
gavel on the table and said, “I 
welcome you to the first annual 
Factory Management Conference.” 
And so began the one-day meeting, 
sponsored by the National Shoe 
Manufacturers Association, and in- 
itiated to “probe and discuss com- 
mon problems of shoe factory man- 
agement and technology, to enable 
shoes to be made faster, better and 
with more economy.” 

A decade later, in 1961, some 
4,000 shoe factory executives are 
meeting in Cincinnati, April 19-23, 
for what has now been expanded 
into the North American Factory 
Management Conference, the larg- 
est seminar of its kind in the world. 
These men will come from shoe fac- 
tories all over the U. S. and Can- 
ada, as well as from many nations 
elsewhere. 

The Conference has become an 
international phenomenon. No 
“show” in the shoe industry has 
ever grown so swiftly, so spectacu- 
larly, has gathered such world-wide 
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NAFMC: New 


recognition in so short a time. No 
show has contributed so much to 
the progress and prestige of its 
industry. And perhaps none has 
contributed so much specifically to 
the shoe retailer and the consumer; 
for the Conference continues to live 
up to its objective “to enable shoes 
to be made faster, better and with 
more economy.” 

But, unknown to the great ma- 
jority of the industry, the Confer- 
ence was very close to being dis- 
banded after its first meeting ten 
years ago. The Conference had 
been founded on an idea which 
many shoemen considered “too 
idealistic.” They said, “You can’t 
expect experienced production ex- 
ecutives to freely exchange ideas 
and give out their secrets.” 

It almost proved true. Most of 
the 40 executives at that first Con- 
ference were highly reticent. All 
were ready to listen but few were 
ready to talk, to exchange what 
most considered “secret” ideas. 

Conference officials were discour- 
aged. At a post-Conference meet- 
ing they decided to give it “one 
more try’”—and this slid by by the 
slimmest vote. 


Today and yesterday 

The transformation of the earlier 
Conferences to the current one has 
been spectacular in every respect. 
The first meetings were one-day 
affairs. Today it’s a five-day event, 
and even this is on a tight schedule. 

The reticence of the participat- 
ing delegates of earlier days is com- 
pletely gone, replaced by a volun- 
tary outpouring of experience, sug- 
gestions and ideas that is a flood- 
tide of fresh and practical informa- 
tion. It comes from big and small 
companies alike, for there is no 
status-by-size classification for 
brain-power. 

The earlier Conferences were 
concentrated largely on “‘small talk” 
—on day-to-day routine problems 
of shoemaking common to most 
shoe factories. Some of this con- 


tinues today, for routine problems 
are replaced by other routine prob- 
lems. But now the discussion pe- 
riods and technical sessions em- 
brace the larger concepts of shoe 
manufacturing — the concepts de- 
signed to lift the industry to a 
higher plateau of modern technol- 
ogy, to lessen the “craft” approach 
and expand the 
proach. 


industrial ap- 


The exhibits 

Only about five or six years ago 
there were no exhibitors at the 
Conference. Then the door was 
opened to an “Educational Ex- 
hibit.” It was something more than 
the customary “selling exhibit.” 
Exhibitors were expected to come 
to the Conference with new prod- 
thus contributing to the 
educational environment of these 
unique seminars. At first there 
were but a handful of such exhibi- 
tors. Today there are over 200 
with a waiting list of many more 
as soon as additional exhibit space 
can be made available. 


ucts, 


Many of the components in shoes 
and many of the new tech- 
were first 


today 
niques of shoemaking 
introduced at the Conference. Here 
is where these new materials, 
methods and 
their first mass exposure to shoe 
factory management men and 
were taken back home to be incor- 
porated into shoes and shoemaking. 


products received 


For example, at the 1961 Con- 
ference these thousands of shoe fac- 
tory executives will get their first 
look, listen and examination of the 
much-discussed DuPont shoe upper 
material which is expected to be 
marketed within the next couple of 
years. They will also be the first 
to give a mass evaluation of recon- 
stituted leather, another major de- 
velopment. There will be major new 
machines introduced, from Europe 
as well as from the U. S. And a 
vast array of new materials and 
shoe components. The total impact 
of all these is sure to have far- 
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frontiers in shoe technology 


The new technology stemming from the Factory Management 
Conference has brought many specific benefits to shoe retailers. 


reaching effects in the end product, 
the shoe. And this is but one year’s 
outpouring of new technical devel- 
opments. 


An international flavor 


The Conference now has a truly 
international flavor, not only be- 
cause of the numerous foreign ex- 
hibits, but because of the growing 
number of foreign shoemen who 
visit Cincinnati for this important 
annual event. Last year, registered 
visitors showed nearly 20 different 
countries of origin. And each year 
this list grows. “American tech- 
nology” is still a magical phrase 
throughout the world. 

In 1960, as another example of 
the steady expansion of the Con- 
ference, the Canadian shoe indus- 
try was invited to become a co- 
sponsor and active participant in 
the Conference. And so the name 
has now been changed to the North 
American Factory Management 
Conference. The Canadians are 
making important contributions 
with their own progressive and 
fresh ideas, adding even further 
to the growth momentum of the 
Conference. 

Says Pierre Brouillet, executive 
vice president of the Shoe Manu- 
facturers Association of Canada, 
“In a world where technical knowl- 
edge is constantly evolving and ad- 
vancing, there has been great need 
for a common international meet- 
ing ground to exchange informa- 
tion. The Conference is superbly 
filling this need for the shoe indus- 
try. We view the Conference as a 
program of technical cooperation 
rather than technical assistance. 
We have much to share with and 
learn from one another.” 

This shoe industry technological 
revolution is not—from the retail- 
er’s standpoint—‘“the other side of 
the mountain.” It is intimately 
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close to his interests, and it is hav- 
ing profound effects upon the prod- 
ucts he sells and how he sells them. 
It is of equal significance for the 
consumer. For the Conference is 
achieving its objective of shoes 
“made faster, better and more eco- 
nomically.” 


Significance to retailers 

Note one graphic example. In 
1950, it took 229,000 shoe produc- 
tion employees to produce 523 mil- 
lion pairs. In 1959, it took only 
223,000 to produce 638 million 
pairs. Thus, 115 million more pairs 
were produced with 6,000 fewer 
employees. The savings for the 
shoe industry, and hence to the re- 
tailer and consumer: $476 millions. 
A major influence in these savings 
has been improved technology. 

The new and improved technol- 
ogy, much of it stemming from the 
Conference, has brought many spe- 
cific benefits to retailers and con- 
sumers. Among them are: 

Economy: In the 1950-60 period, 
consumer spending rose 60 per 
cent, but average factory value per 
pair of shoes rose only 8 per cent. 
Shoe prices were held down, resist- 
ing inflation, by two factors: a 
change in the “product mix” (such 
as more use of less expensive 
shoes), and new and improved tech- 
nology which cut costs. 

Quality: A “standard” shoe of 
today is estimated to be 10-15 per 
cent better in over-all quality than 
the same shoe of a decade ago 
due in large part to the new and 
improved components used to make 
the shoe. 

Deliveries: Though the deliver- 
ies of shoes—like the schedules of 
trains and airlines—will never 
reach perfection, there has been 
substantial improvement, due again 
to improved production methods 
which have given more efficient sys- 


tem to production flow and sched- 
uled deliveries. 

Retailer buying: The ability of 
retailers today to buy much closer 
to season has been achieved almost 
wholly because of improved tech- 
nology which has greatly speeded 
the production process. This kind 
of late buying would be impossible 
without the achievements in pro- 
duction outflow. 

Shoe Values: More inherent shoe 
values ars being delivered to retail- 
ers and consumers, relative to 
prices paid, than ever before in 
shoemaking history. 

Shoe performance: The all-around 
functional performance of footwear 

the fit, comfort, wear, flexibility, 
etc.—inherent in shoes today is on 
a new high level. This certainly 
does not mean that perfection has 
been reached, but simply that ma- 
jor strides have been made. 


Symbol of the new era 

The Conference has been a potent 
motivating force toward moderni- 
zation in the shoe industry. The in- 
dustry has now become one of crea- 
tive engineering. The symbol of 
the new era in the shoe industry 
is sounded by S. F. Eagan, 1961 
Conference chairman, and vice- 
president of Florsheim Shoe Co.: 

“New frontiers must be estab- 
lished, for these are vital to the 
industry’s growth in the Sixties. 
New frontiers in technology, in 
materials, in components, in fresh 
types of footwear to expand our 
markets. We must lift our produc- 
tivity rate to a new plateau so that 
we can offer more values and at- 
tractions for consumers. The fron- 
tal attack on our shoemaking prob- 
lems is one concerted effort by this 
industry to open new channels of 
technology that will bring us closer 
to these targets.” 





Formulast: 


major shoemaking development 


Here’s a unique new method of lasting that produces shoes of 
superior quality at a reduced cost. Volume-priced shoes have the 
look and feel of quality and keep their fresh-lasted look longer. 


A spectacular new development 
in shoemaking, based upon a unique 
method of lasting, will now produce 
shoes with much higher assurance 
of better fit, improved shape-reten- 
tion with wear, elimination of 
wrinkles, and a genuinely “quality 
lasted” appearance that sharply up- 
grades the shoe. 

From the manufacturer’s stand- 
point, the process reduces direct 
labor costs, cuts materials costs, re- 
duces shoemaking time, brings sub- 
stantial savings in lasts, cuts the 
percentage of rejects, and estab- 
lishes a system of improved quality 
control. 

The process is known as Moistrol. 
However, shoes made by this proc- 
ess will be advertised and promoted 
to the retail trade and consumer 
under the trade name of Formulast. 
This patented process is the inven- 
tion of Morton Bromfield, head of 
Bromfield Associates, a Boston 
management engineering firm. 

Well over a million pairs of shoes 
and slippers have been produced by 
the process thus far. Already, two 
American firms have installed the 
system: Sandler of Boston, makers 
of women’s and children’s shoes, 
and Parry Footwear, Inc., makers 
of men’s slippers. 

Sut it’s in Europe that Formu- 
last is gaining swiftest momentum. 
For example, Somervell Brothers, 
Ltd., maker of highgrade women’s 
shoes, has made several installa- 
tions in its factories. The huge C. 
& J. Clark (daily output of 35,000 
pairs) expects to have the system 
in all 12 of its factories. Two other 
major British shoe producers, Lotus 
and Norvic, are seeking to make in- 
stallations. Bloch & Stibbe of Hol- 
land, largest shoe manufacturer in 
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the Benelux nations, and the vast 
Bally organization of Switzerland, 
are mapping out installation plans. 
France’s famous Jourdan & Fils, 
makers of women’s shoes in the $25 
to $40 range, expects shortly to 
have the system in its factory. 
Other major shoe manufacturers 
(Andre and Dubois of France; 
Tange & Fils, Belgium; George 
Apharian, Argentina; etc.) are 
negotiating arrangements for likely 
installations. 

While savings can amount to 16 
to 30 cents a pair, depending upon 
the price bracket, a more spectacu- 
lar result is the substantial up- 
grading of the shoe. It sums up 
to better quality at less cost, an im- 
portant achievement. The British 
Boot, Shoe and Allied Trades 
Research Association (SATRA 
House), the largest and most re- 
spected shoe industry technical re- 
search organization in the world, 
has tested and appraised the Form- 
ulast system with resultant high 
praise as a major technological ad- 
vance. 


The Formulast system 

To over-simplify a description of 
the Formulast system, it’s a special 
method of moistening or mulling 
the upper leather of a shoe, fol- 
lowed by fast forced-drying, then 
lasting, so that the shoe will more 
permanently hold its lasted shape 
and retain the exacting fit measure- 
ments inherent in the last. The end 
result is a “quality lasted”’ look. 

In shoemaking, as a general rule, 
the longer a shoe remains “‘on the 
wood,” the better the quality of its 
lasted look, the longer its shape-re- 
tention qualities, and the better it 
fits the foot. A shoe stays on the 


wood — on the last while the 
leather, previously mulled or mois- 
tened, dries out. When the ideal 
drying-out point is reached, the 
shoe is then considered well lasted. 
But this sets up a problem, espe- 
cially for volume-price shoe manu- 
facturers. A quality shoe can be on 
the last as long as eight to 12 
weeks. This greatly slows the shoe- 
making time. It also ties up a 
great deal of capital in lasts. As a 
result, to achieve time and cost sav- 
ings, volume shoe producers will 
cut down time “on the wood” to a 
matter of days or hours, even min- 
utes—generally depending upon the 
quality, type and price of the shoe. 
And here is one very important 
reason why the quality, higher- 
priced shoe is known to fit better, 
hold its shape longer with wear. 
But now, with the Formulast sys- 
tem, the volume-priced shoe can be 
on the wood as little as 30 minutes 
—and come through with the qual- 
ity look as though it had been on 
the last for days or weeks. It also 
means that the quality shoe no 
longer need be on the wood for 
weeks or even days, to achieve or 
retain its same quality lasted look. 
One important key to the Form- 
ulast system is its unique method 
of mulling or moistening the 
leather upper. Ordinarily, leather 
is mulled so that moisture penetra- 
tion is deep. By contrast, the Form- 
ulast method wets only the surfaces 
of the leather. This permits the 
leather to dry much more rapidly. 
But the question: Is surface wet- 
ting as effective as deep wetting 
for good lasting results? Formu- 
last insists its case has been proved 
conclusively in its favor. SATRA 
House’s extensive independent tests 
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have confirmed this. 

Mulling is used to soften and 
lubricate the fibers to make the 
leather more “stretchable” for last- 
ing. If the moisture is hot, the 
leather has maximum workability. 
But the interval between mulling 
and lasting usually is so long that 
much of the moisture and heat are 
dissipated, and much of their in- 
tended value is lost. But in the 
Formulast system, the mulling 
takes 6-8 minutes, and within ten 
more minutes the shoe is lasted. 
Formulast’s unique mulling “uni- 
forms” the leather so that every 
square inch of the surface is iden- 
tical with every other square inch. 
This is followed by a one-minute 
drying process. This quick action 
gets the shoe lasted during the 
mulling condition, then the 
quick drying “seals” the fibers so 
that the leather remains almost 
permanently “fixed” to the shape of 


ideal 


% 


7 Formulast system for 


quick-drying of shoe 
uppers with resultant 
major improvement in 
“lasted look" of shoe. 


the last. That is, there is almost no 
shrinking or “falling in” of the 
leather so that shoe shape is lost. 

The quick-action moisturing is 
done in a special mulling tunnel. 
The mulling of each shoe is uni- 
formly timed with uniform mois- 
ture penetration. 

Next, the shoe is “force-dried”™ in 
another tunnel with special infra- 
red heaters. These heaters dry out 
all excessive moisture in one min- 
ute. Tests show this one minute of 
special quick drying to be equiva- 
lent to “natural” drying on a last 
for many weeks. 

jut even more remarkable is the 
chemical or physical reaction 
achieved. Under these conditions 
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the leather becomes all but per- 
manently “set” to the shape of the 
last. When the last is removed, the 
leather won’t shrink or wrinkle or 
sag. It holds true to the shape of 
the last, more so than a shoe that 
has been on the last for weeks. 

This is moisture-controlled last- 
ing. Because the shoe is lasted 
quickly after it’s mulled, some 3-5 
per cent of extra lasting stretch 
can be obtained. This results in a 
3-5 per cent saving on leather foot- 
age required. 

Another advantage is that the 
quick drying eliminates the neces 


sity of ironing and flaming, which 
sometimes damages the leather and 
surface finish. 

Improved fitting qualities in the 
shoe are claimed by the Formulast 
system. When shoes don’t get 
enough lasting time on the wood, 
the leather tends to shrink and “fall 
in.” This can cause wrinkling of the 
leather over toe and vamp. It can 
force the box toe out of shape. 

Normal lasting stretches an up- 
per five per cent—about a third of 
an inch across the vamp in a man’s 
size 8 shoe. A shoe on the wood four 
hours has less that half of this 
stretch remaining after one week. 
So the ball width would be reduced 
about 5/32 inch. Thus, a full width 
might be “lost” due to fall-in. And 
what reads as a C width, for ex- 
ample, would actually be a B width. 

Morton Bromfield, a graduate en- 
gineer, has created not only a new 
technique of mulling and drying 
for quick yet accurate lasting, but 
has created an ingenious arrange- 
ment of special equipment to “auto- 
mate’ much of the work, speed up 
the process and increase produc- 
tivity. The whole system operates 
on a which 


conveyor moves the 


shoes on a pre-timed schedule 
through the whole series of opera- 
tions. Mulling requires only 3-4 
minutes; drying only one minute. 
All other operations, including put- 
ting on the sole, add another 25 
minutes, for a total of about 30 
minutes—a fraction of the time 
ordinarily required. 

Direct labor costs are cut by as 
much as 20 per cent or more. Upper 
leather savings amount to around 


1 Stitched upper is placed in con- 
tinuous muller for 6-8 minutes. 
2 Continuous muller 

3 Assembler 

4 Pullover operator 

5-6 Sidelasters 

7 Forepart laster 

8-9 Bedlasters 

10 Heel seat laster 

11 Bottom trimmer 

12 Spot inspector 

13 Pounding and roughing 

14 Shanker 

15 Bottom cementer 

16 Sole layer 


three per cent. The “normal” clut- 
ter of work on racks waiting to be 
processed is largely eliminated. In- 
ventory of lasts is reduced as much 
as 75 per cent. Rejects or “crip- 
ples” are diminished sharply. 

Installation cost of the Formu- 
last system amounts to about $20,- 
000. 

Manufacturers using the Form- 
ulast system pay Bromfield a royal- 
ty on pairage. Bromfield has taken 
a unique step. His contracts state 
that royalties obtained from use of 
the system will be partly employed 
for further research and improve- 
ments, and also for national adver- 
tising and promotion of Formulast. 
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DISPLAY: 
Imagination plus EYE-DEAS 


EDITOR’S NOTE 

This is the first in a series of 
articles on shoe displays in the 
RECORDER. Questions and problems 
on display should be addressed to 
the Editor, BoOT AND SHOE RE- 
CORDER, 56th at Chestnut Streets, 
Philadelphia 39, Pa. 


Many owners and/or managers 
of smaller or medium-sized shoe 
stores believe in displays, want good 
ones, but are not financially able to 
hire a part-time display man. You 
may doubt if you have the talent 
to plan and install attractive, sales- 
producing displays yourself. But by 
following simple, practical funda- 
mentals, any shoe store owner or 
manager can plan and install win- 
dows and interior displays that will 
attract favorable attention and sell 
both shoes—and the store. 

Webster defines display: To un- 
fold; to spread out or wide. To 
spread before the view; to show. 
Shoes to be sold must first be seen. 
“She (your customer) can’t buy 
what she doesn’t see.” Experience 
has proven that good displays sell 
more shoes to more people—faster! 
No promotional or advertising tool 
can match, dollar for dollar, a well- 
designed, skillfully planned point- 
of-sale display. 

More and more these days, when 
you show your shoes—in the most 
attention-getting manner, at the 
place where the customer is ready 
to buy—you are sure to sell your 
shoes. When the impulse to buy is 
there, your shoes must likewise be 
there, properly displayed. 

Your advertisement or other pro- 
motional idea may arouse interest, 
but that’s not enough. To round 
out your sales program, to pin down 
the sale in your store, you must dis- 
play your shoes. You produce your 
profit at the point-of-sale! 

The three chief purposes of dis- 
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play are: 

To create interest. 

To sell merchandise. 

To advertise store. 

While a display must gain atten- 
tion in order to sell, the attention 
factors—props and decorative ma- 
terials—should be related to the 
shoes. Interest should pass quickly 
from points of attraction to the 
shoes. The prospective customer, 
leaving a display, should carry an 
impression of the shoes, and the 
store, rather than the display it- 
self. To create interest—thematic 
or emotion approach—the merchan- 
dise feature must merchandise it- 
self. 


Types of displays 

Shock displays: accidents attract 
people. Crowds collecting around 
an automobile collision or a fire, 
prove this. A display window in 
which something seems not quite 
right will attract a crowd of pass- 
ers-by. While shock displays are 
less popular than painstaking life- 
like windows, judicially planned, 
they bring results. 

Curiosity displays: a large win- 
dow reduced to shadowbox size with 
the help of blackout paper or frost- 
ing, with an opening or openings 
(lower ones for tiny tots) will draw 
curious passers-by just as openings 
in the walls around construction 
projects draw sidewalk superinten- 
dents. 

Thematic displays show shoes in 
use or in surroundings in which 
they will be worn. By applying 
touches of realism to your window 
or interior displays, you establish 
a mental connection between the 
customer and the exhibited shoe. 
These touches can consist of very 
simple things (props)—oil com- 
pany maps, toys, games. In each 
instance, realistic props change 
shoes from mere showpieces into 
useful footwear in context with 


customer’s own experience, and 
make the shoes more desirable to 
your customer. 

Humorous displays: the sales 
value of humorous touches in dis- 
play is obvious. If you can make 
people smile, you will dispose them 
favorably toward your shoes. An 
amused customer will spend money 
more freely than a serious one. 
Amusing interior displays are even 
more important—they help keep 
the customer in good spirits—more 
susceptible to buying. Such dis- 
plays are particularly important 
for children shopping with parents. 

The surefire standby is the “cute” 
animal dogs, rabbits. Un- 
usual dolls are excellent, too, as are 
famous cartoon characters. To 
keep customers interested, change 
the character of displays frequently. 
Change-of-pace is particularly im- 
portant if you operate a neighbor- 
hood or shopping center store where 
the same customers pass frequently. 


cats, 


Increase impulse sales 


What is an “impulse sale” and 
where is it made? When a customer 
buys a pair of shoes she did not 
plan to buy until she sees them at 
point-of-sale, your store has made 
an impulse sale. The sight of these 
shoes at point-of-sale starts a chain 
reaction driving customer to make 
an unplanned purchase. 

Assume this impulse sale is made 
in your store, where you have the 
customer, money and shoes all to- 
gether. Since this impulse sale de- 
pends directly upon the sight of 
shoes at point-of-sale, you will in- 
crease impulse sales if you make 
more people look at shoes they have 
not previously planned to buy. 

You will understand why you 
should intensify visual shocks when 
you face the fact that store traffic 
consists of three broad types: 
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By following simple, practical fundamentals, any shoe store 
owner or manager can plan and install windows and interior 
displays that will sell both shoes and the store. 


1. Demand buyers who know 
what they want and where to find 
it, even before they see it on dis- 
play. 

2. Shoppers who are interested in 
specific types of a shoe and will 
take time to appraise it at point- 
of-sale. 

3. Disinterested pedestrians. 
3oth demand buyers and shoppers, 
as they walk past your store, are 
disinterested pedestrians. Whether 
or not they remain disinterested de- 
pends upon what your store does 
with its shoe exposure space and 


shoes displayed in these areas. 

Perhaps the greatest percentage 
of women’s shoes are sold “on im- 
pulse,” when the woman who goes 
shopping for shoes does not know 
where she will buy them until the 
right display ... the right style... 
the right fashion approach 
catches her eye 

There is a well-worn cliche, “Does 
Macy's tell Gimbel’s?” As long as 
several competitors in a trading 
area sell practically the same shoes 
at the same prices, it will be im- 
perative for these competitors to 
use additional props or settings so 


ef 


Steps into Summer 


in MEW 
ghoe Fashions. 








that the shoes of one store will be 
more emotionally appealing than 
those of competitors. 


How long a life for a display? 

It is important, in fact impera- 
tive, to “police” your interior dis- 
plays frequently. 

A display which is policed (filled- 
in and kept attractive) at 9:30 
a.m. when the store opens, accom- 
plishes little at 3:30 p.m. if stock 
of sizes, widths or colors is only 
half complete. Best-selling sizes, 
widths, colors sell first. If broken, 





From artificial flowers make a garland and put various shoes on the flowers to sug- 


gest an effect of “walking.” 
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Prepare a simple sign and display additional shoes. 
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Borrow records, sports goods, picnic basket, toy car, from neighborhood store. Display 
paired shoes on piece of cardboard suggesting shoes for dancing, sports, picnics, etc. 


sales potentials drop. After 25 per 
cent of shoes are sold, the effective- 
ness of a display is reduced 75 per 
cent. In fact, a disappointed cus- 
tomer can easily become a lost cus- 
tomer. 

Incomplete stocks behind shoes 
displayed in a window are even 
more serious because, when a cus- 
tomer, seeing a shoe in a window 
display, decides to buy that shoe, 
takes the trouble to enter the store, 
only to find her size, width, color 
or material is not available—fre- 
quently a disgruntled customer 
walks out—perhaps never to re- 
turn! 


Deciding on display objective 

The first question to be answered 
in planning a shoe display is, “Why 
display this particular shoe at this 
particular time?” 

Is it because this is a new style? 
a new color? A new heel? A new 
material? A new toe? A new sea- 
son? A new fad? 

What is the common denomina- 
tor? Why is this shoe important 
today? Will it activate (move) 
more customers to purchase? Will 
it sell more shoes? What benefits 


for the customer does it offer? Will 
the sale of this shoe be profitable? 
Remember—display space in your 
window and within your store is 
valuable. Therefore, don’t “just fill 
it with any old shoe.” 


How to increase your sales 30% 

Repeated surveys and research 
have indicated that “pure impulse” 
purchases have resulted in sales in- 
creases of conservatively 30 per 
cent... in many cases, much more. 
Showing shoes with a well designed, 
skillfully planned display creates 
the stimulus for impulse sales. 

What type of display should you 
be planning? Frequentiy the an- 
swer to this question depends upon 
the season: 

Introduction of a new style or 
line of shoes. 

Solo display—attention centered 
in one style detail. 

Perhaps an assortment is most 
important. 

Is size range important—par- 
ticularly in men’s shoes? 

Is fitting the important factor in 
this display? 

Is price the dominant theme, par- 
ticularly at end of season? 


Or is it to be an institutional 
window, perhaps emphasizing that 
shoes for the 


vou have entire 


family? 


Sources for IDEAS for displays 


While the Boot AND SHOE ReE- 
CORDER will provide an outstanding 
shoe display IDEA each month, in- 
cluding a sketch to show how to 
prepare it, there are many sources 
for good shoe display ideas. 

Read and analyze advertisements 
in fashion magazines; inspect dis- 
plays in windows in department and 
other types of stores; look at the 
calendar six weeks to two months 
ahead and visualize what your cus- 
tomers will be doing and what fooi- 
wear they will need; watch news 
columns of your newspapers for 
coming events; study promotional 
material you receive from your 
manufacturers; question salesmen 
from whom you buy shoes; and talk 
with your customers and friends 
about your displays as they are in- 
stalled and encourage suggestions 
for future displays. 

It is primarily a question of 
adapting IDEAS to selling your 
shoes. 
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WHAT’S IN A SHOE AND HOW TO SELL IT 





The last cue» 


All shoe style starts with the last. When the retailer sells ‘‘style,”’ 
he is actually selling the last, for the last determines the shape 
and appearance of the shoe. 


Perhaps the most important 
single article in the making and de- 
sign of a shoe is the last. This is 
the wooden foot-like form which 
bears enormous influence on the 
style, comfort, fit, shape and gen- 
eral performance of the shoe. Good 
shoemaking requires proper lasts. 


Art and engineering 


The last is a remarkable combi- 
nation of art and engineering, of 
sculptured design and precision 
measurement. Simple though it 
may appear to the eye, it is a most 
highly complex unit involving more 
“science” than anything else in the 
shoe. Nobody—including shoe man- 
ufacturer, retailer, buyer, fitter or 
foot doctor—can hope to have a 
sound knowledge of shoes without 
a sound understanding of the last 
—how it’s designed and made, and 
its functional relationship to the 
shoe and foot. 

Today there are about 15 Ameri- 
can last manufacturers who oper- 
ate a total of some 21 last-making 


Development from the crude wood block (upper left) to thefinished last (lower right). 
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plants. Production of lasts aver- 
ages between 2% and 3 million 
pairs a year, an average that has 
remained fairly constant over the 
past 30 years. Back in 1919, pro- 
duction of lasts reached an all-time 
high of six million pairs. Through 
the Twenties there was a steady 
decline in output until a level of 
three million was reached in 1933. 
Since then, production has held 
fairly steady at that plateau. 

The decline in production of 
lasts has been influenced by tech- 
nological advances in shoemaking, 
along with newer types of shoe 
production, whereby shoes do not 
have to remain on the last as long 
as formerly. This has meant that 
each pair of lasts gets more “turn- 
over” and that more shoes can be 
made with a smaller inventory of 
lasts. 

Production of 
strongly influenced by important 
style changes. For example, in the 
years 1954-55-56, last output aver- 
aged about two and a quarter mil- 


lasts is also 


by WILLIAM A. ROSS! 


lion pairs. Then along came the 
tapered toe in women’s shoes, grad- 
ually moving into the more ex- 
treme needle toes. As a result, last 
production in the 1958-61 period 
averaged around three million 
pairs. 

In addition to the regular out- 
put of new lasts, there is a consid- 
erable amount of last repair and 
last remodeling that adds to the 
annual inventory of “new” lasts. 


Origin of the word ‘“‘last’’ 

The word “last’”’ comes from the 
Anglo-Saxon word “laest’”’ which 
means a footprint, a foot-track, a 
foot-trace. Back in early times, 
when most were custom- 
made, the person whose shoes were 
being made wasn’t always avail- 
able for trying them on. So the 
shoemaker required a personalized 
footprint or foot form by which he 
could shape the shoes. This was 
translated into wood, and this be- 
came the last. 

But the last has always been es- 


shoes 


Courtesy United Last Co. 





sential in the actual making of the 
shoe, as well as to the fit and 
shape. As the shoe goes through its 
factory processing, and the parts 
are being pieced together step by 
step, the shoe is usually on the last, 
which serves as a foundation to 
hold all the parts together in 
proper position. A shoe may be 
“on the wood” for hours or days, 
even weeks. 

From the shoe retailer’s and 
shoe fitter’s standpoint, here are 
some of the specific functions of 
the last as related to the shoe and 
foot. 

All shoemen speak of a “good- 
fitting last.” This indicates that 
some lasts, by virtue of design, 
shape and dimensional proportions, 
conform well to the shape and 
functional requirements of the 
average foot. While there must be 
proper size as well as proper last 
for the ideal fit, it can be said that 
fit has a better chance with a good 
last and an error in shoe size, than 
with a correct size but a faulty 
last. The last is vital to proper 
shoe fit. 


Style starts with the last 


All shoe styles start with the 
last. A good share of what we term 
“style” in footwear is determined 
by the last. When the manufac- 
turer and retailer sell and promote 
“style,” they are actually selling 
and promoting the last, for the last 
determines the over-all shape and 
look of the shoe. 

Comfort in standing or walking 
is influenced greatly by the last. 
The manner in which the shoe 
“treads” across the ball; the 
“pitch” of the heel; the required 
degree of “toe spring”; all of these 
are strongly determined by the 
last. All play a role in foot and 
shoe comfort, and in walking ease. 

Incidentally, there is the com- 
mon saying, “Find your right last 
and stick to it.” While it’s good 
advice, it’s much easier said than 
done—especially when style foot- 
wear is involved. The seasonal and 
annual turnover of styles is fre- 
quent today. This means a steady 
turnover of “new wood”—that is, 
new designs and shapes of lasts. 
Except in some basic shoes, the 
same last isn’t usually available 
year in and out. 

This imposes an important task 
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on the fitter—to properly “mate” 
the right last in the right size to 
a given foot. Because of the style 
turnover of lasts, the fitter must 
constantly “adapt” new lasts to 
feet, and can’t depend upon fitting 
the same feet with the same lasts. 


Last measurements 


There are five basic last mea- 
surements—the places and manner 
in which a last is measured. Some- 
times an additional one or two last 
measurements are used. The five 
basic measurements are as follows: 

Ball: a line or circumference 
around the ball, intersecting the 
first and fifth metatarsal joints. 

Waist: a line or circumference 
around the last, midway between 
ball and instep. 

Instep: a line or circumference 
around the last, about one inch be- 
hind the waist. 

Length: a straight line from the 
longest part of the toe on the last 
to the end of the heel. 

Width: a straight line across the 
ball on the bottom of the last at 
the widest part. 

Sometimes additional measure- 
ments may be used. For example, 
heel-to-ball measurement and diag- 
onal ankle girth measurement (a 
line or circumference from the 
back end of the heel to just behind 
the instep). 

In the basic five measurements, 
note that two are straight-line 
measurements, and three are girth 
or circumference measurements. 


The first sizing system 

The basic measurements deter- 
mine shoe size—the size marked 
inside the shoe. The first industry- 
wide shoe size chart, based upon 
last measurements, was established 
in 1880, by E. B. Stimpson. This 


chart or sizing system is today 
still the basis for our last-measur- 
ing method —though there have 
been numerous refinements of it to 
improve fitting accuracy. 

Vital to shoe sizes, and to shoe 
fit, is the grading system used in 
last measurements. With each half 
size increase, there is a consistent 
proportional increase in each of the 
basic measurements. For example, 
in a men’s last or shoe, there is a 
one-eighth increase in the measure- 
ment of, each, the ball girth, waist 
girth, and instep girth. For in- 


stance, in the shift from a size 8 to 
8%, the ball girth will increase 
from 82/8 inches to 8% inches. 
The waist girth will go from 8% to 
8 2/8 inches. And the instep girth 
will go from 85% to 86/8. At the 
same time, the over-all last or foot 
length will increase at the rate of 
one-sixth of an inch per half size. 
Thus there is a consistent rate 
of change in measurement through- 
out all parts of the last with each 
progressive size change. And this 
rate of change is the same for all 
men’s lasts, regardless of style. 
However, eacn basic classifica- 
tion of shoes—such as babies’ and 
infants’, children’s, misses’, men's 
and women’s—has its own last- 
grading or size-grading arrange- 
ment. In the case of smaller lasts 
or shoes (infants’, children’s, etc.), 
the progression may be in 16ths 
or 32nds instead of 8ths of an inch. 


An example of last grading 


As an example of how the grad- 
ing system would apply to men’s 
shoes (the same basic system, but 
with a change in the measure- 
ments, would apply to other cate- 
gories of shoes), the following can 
be used: 

Length increases %% inch be- 
tween full sizes. 

Ball girth increases 4 inch be- 
tween full sizes. 

Waist girth increases ¥, inch be- 
tween full sizes. 

Instep girth increases % inch 
between full sizes. 

Ball width increases 1/12 inch 
between full sizes. 

Ball girth increases % inch be- 
tween widths. 

Waist girth increases 4 inch be- 
tween widths. 

Instep girth 
between widths. 

Ball width increases 1/16 inch 
between widths. 

Those are the basic measure- 
ments. Additional measurements 
might include heel-to-ball; heel 
width; diagonal ankle girth; shank 
width; toe height. Use of these de- 
pends upon the refinements de- 
sired. Also, in some lasts, the con- 
sistency of the measurement 
change may alter from the stand- 
ard, especially in the case of large 
sizes or very wide widths. 

(Note: Part II of this section on 
lasts will appear in the next issue 
of the BooT AND SHOE RECORDER. ) 


increases ¥% inch 


Boot and Shoe Recorder 





wh acenlere lame leyanateems 


Dictionary 
of Selling Words 


What are the seven most powerful 
sales words in the shoe industry today? 


April 15, 1961 1 








JOUNSONIAN GUIDE-STEPS: Established line 
of men’s shoes with two biggest features in 


shoes today: The Guide-Step last, designed for 
the foot in motion, and editorialized in the 
March issue of Readers’ Digest reaching over 
30 million potential customers: amazing Living 
(Formula X-500) Leather. 


JOHNSONIANS : Compact yet 
men's shoes with two EXCitemenn Pe 
m 
‘ 
. 


tures: living insoles: . 
X-500) Leather ee Lin 


aS 


These shoes are made of 


While ordinary leather shoes grow old—shoes of Livi 
| shoes iving (Formula X-500) Leatt 
stay new-looking 500% longer—and Living (Formula X-500) bawhiae ts 
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-Societ 
olnotes and Hi-Society.  E-WAY FIREBIRD ConT 
’ already ac- EST PROMOTION: Th 
ee table ve ~~ s Way to sell the big moppet pone 
ev amazing Living inner receives real battery-powered fire-chief 
Car that goes 5 M. PH. Complete promotion 


Package makes your Store contest headquarters! 


: Co 
wom 


“Living (Formula X-500) Leathere 


natural leather, it breathes! Daily reports from all over the country prove that 
Living (Formula X-500) Leather is paying off in profits as nothing else has! 
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See all these best-sellers at the PPSSA in New York, 
Room 704, Hotel New Yorker-April 30th- May 4th 
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MARKETS FOR RECREATIONAL FOOTWEAR—NO. 3 





Get on the fairway with golf shoes 


Golf is a participation sport with an ‘‘open to all’’ at- 
traction. There are over four million golf addicts and 
there are another two million who play once in a while 
or fairly regularly. 


Of all the promising markets for 
recreational footwear, golf today 
offers a fairway-full of potential 
customers who are more aware of 
the need for a specialized shoe 
than possibly any other group of 
public sports enthusiasts. Every 
man, Woman or youngster who ven- 
tures onto the links realizes that 
golf shoes are as much a part of 
the game's necessary equipment as 
their favorite driver or putter. 

Today, there are well over four 
million golf addicts who follow the 
fairway regularly at some 6,000 
public and private courses over the 
These are the golfers who 
the U. S. Golfing Association clas- 
sifies as “regulars” because they 
play a minimum of six rounds of 
golf a vear. Most of them exceed 
that figure in the first 10 days of 
the season. 

There are probably another two 
million people who either play less 
than six rounds per year (but will 
soon enter the “regulars” group) 
or play fairly regularly on the 374 


country 


par 3 courses listed in the U. S.. 


Practically all of these wear some 
type of golf shoe. 


An ageless market 

But these are merely the bare 
statistics of the potential of this 
ageless market which appeals 
strongly to all ages, sexes and eco- 
nomic groups. As a participation 
sport or recreation, golf is unique 
in its “open to all” attraction. And 
golfers can be found in each and 
every community served by any 
shoe store. 

Despite all this—and despite the 
fact that golfing has a built-in in- 
crease rate of five per cent annually 
or close to 300,000 new partici- 
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pants per year—comparatively few 
shoe retailers have made any real 
attempt to realize its profits. Close 
to 80 per cent of the 100,000 
leather or non-leather golf-type 
shoes sold last year were sold 
through pro shops and sporting 
goods stores. The remaining 20 
per cent moved through depart- 
ment and specialty 
finally through a comparatively few 
exclusive shoe stores. 

Leading golf shoe manufacturers 
estimate that over 75 per cent of 
men’s and women’s golf shoes re- 
tailing at $25 and over are sold 
through pro shops, mostly at pri- 
vate clubs. The other 25 per cent 
are purchased in better department 
or sporting goods stores. 

Conversely, 75 per cent of shoes 
listed at $18 or below are soid al- 
most equally in public clubs 
through pro shops, in average 
sporting goods stores and pe- 
partments. There are no break- 
downs available of the exact pair- 
age sold in each category. 


stores and 


Popular price best for shoe stores 

From these percentages, how- 
ever, it is apparent that so-called 
“popular priced” golf shoes selling 
at $18 and below offer the better 
merchandising opportunity for the 
average retail shoe store. The pri- 
vate course golfer who pays $25 
and up for his golf shoes is accus- 
tomed to buying them from his pro 
along with most of his other equip- 
ment. The public course golfer 
does not depend upon the pro shop 
for shoes or other paraphernalia 
and is a more receptive target for 
the shoe store. 

As for the initial cost of laying 
in a stock of golf shoes, it can be 


handled more easily than generally 
realized. Golf shoe styles are lim- 
ited and your supplier can help you 
select as a beginner the two or 
three styles which have proved 
best-sellers in your area. He can 
also advise you on what sizes to 
emphasize. If the supplier has an 
in-stock department, he can also 
provide quick delivery on out-of- 
stock sizes when needed. 


Styles don’t change much 

Since golf shoe styles change 
very little from year to year, you 
can bank on your initial styles to 
last you for several years. After 
your initial buy, you will need only 
fill-ins on sizes and occasionally 
stocking up on heart sizes of any 
new or promotional style that 
reaches the market. 

The price range of the line to 
decide on should be determined by 
the range of your regular shoe 
prices. If you sell branded shoes 
in the middle ranges, don’t exceed 
$24.95 on your golf shoe prices. 
Popular price stores should not go 
above the $17.95 top on fairway 
footwear. 

If you’re a family store, it’s a 
good idea to start with both men’s 
and women’s golf shoes instead of 
limiting them to the former. Golf 
is becoming another “family par- 
ticipation” sport and you will be 
throwing away much of your sales 
potential in this field by not selling 
to the entire family market. 

Don’t make the mistake of 
merely laying in a stock of golf 
shoes and then depending upon the 
word to get out to your customers. 
Like any new line in your store, it 
needs all the promotion you can 
give it. This means advertising in 
local newspapers, a local radio sta- 
tion if one reaches your market 
directly, and direct mail. Let your 
customers know at every opportu- 
nity that you are selling golf shoes. 
And stress the fact that you have 
a well-stocked department which 
can give customers their correct 


fit. 





The changing pattern 


There has been a definite shift in the pattern of 
shoe chain selling in the past six or seven years, away 
from the downtown toward the shopping centers and 
other outlets. Will that movement continue, change 
pace or go off in some new and untried direction? 
That’s the question that big and little companies are 
considering now. 

Chains are looking for places to grow. They are 
dedicated to growth and must grow. If, therefore, 
conventional selling sites are being saturated 
shopping centers, downtown ... then they must seek 
or create new frontiers. This means new types of out- 
lets selling shoes in areas where they have not been 
sold before. Mass traffic carries built-in potentials 
for sales and profit; and since the motivating purpose 
of business is to sell shoes in volume, profitably, it 
figures that the best way to accomplish this is to have 
your store where the people are. 

How will the chain growth pattern emerge in the 
next three to five years? Which of the following outlets 
will show the greatest activity: Shopping centers, dis- 
count department stores, downtown Main Street, 
leased, free-standing (highway) stores? In order to 
get practical, considered opinions, we asked the execu- 
tives of eight chain organizations, representing large, 
small and medium operations, to evaluate and pinpoint 
the direction. 

Most of them agreed that Discount Department 
Stores would be first; Shopping Centers, second. It 
was in the other three areas that the answers diverged, 
due to the fact that opinion was governed to a large 
extent by the subjective rather than objective con- 


sideration. Downtown Main Street (third); Free 
Standing (fourth) and Leased Departments (fifth). 
That’s as close as we could tally on these three. How- 
ever, the sequence of importance depends upon the type 
of chains. For the better grade shoe chains, Shopping 
Centers will continue to hold first place as the “growth” 
outlet. Downtown would be second, for it is still con- 
sidered the important area for the sale of branded, 
better grade fashion merchandise. But, in the over-all 
picture, embracing the so-called popular price and 
low-to-medium price ranges, the Discount Department 
Stores are seen as Number One. 


Shopping centers 

The spectacular rate of growth that took place in 
this category, in the past, has been checked. From 
here on in, the pace will be slower, due largely to a 
decrease in the availability of desirable sites. Shop- 
ping Centers are still springing up but there is less 
mushrooming of the big, regional centers which, up to 
now, have been considered and sought-after as the 
choice sites for chain shoe stores. 


Downtown stores 

Some of the chains feel that Downtown should not 
be “sold short.” It is an area to be reckoned with and 
“will firm up and show signs of renewed life as soon 
as the economic picture brightens.” They also point 
to the many urban renewal developments under way, 
as well as the fact that state and federal governments 
with cities and are 


ar@ presently more concerned 





Fall ‘61 
as PPSSA style 


ROBERT WODIN, Ware Shoe Co., WOMEN’S DRESS 
SHOES 

The chic smartness of the American woman in every 
facet of her wardrobe, highlighted by footwear in the 
spotlight. Despite the advent of the new square toe, in 
varying degrees, the shape of the shoe will be rela- 
tively stabilized and as pointed as it is now. There- 
fore, we must capture the excitement and imagination 
of the after-summer, with the lightning of vibrant 
color on black and, in turn, black on daring new tones. 
With the tantalizing peekaboo of opened up types— 
vamp, side, shank ... always with closed toes. Smart 
retailers will be able to promote many shoes for fall. 
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chairmen see it 


JACK JOYNER, G. R. Kinney Corp., WOMEN’S 
SPORT SHOES 

The look in sport shoes will be lightweight and 
trim, as exemplified by construction, pattern, detailing. 
The big new feature will be stacked heels in all heel 


heights, with emphasis on the 6/8-8/8 heights. Also 
anticipate increased interest in the softened square 
last. The modified look is taking over and it is almost 
certain that volume will be done on the single needle. 
Glove tannage, waxy finishes, crushed or embossed 
grains with antique finishes, combinations .. . are in 
the cards for consumer acceptance in the fall. 
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of shoe chain store growth... 


The shoe chains are growing rapidly and everything points to 
continued growth. But which direction will this growth take? 


formulating plans to improve and prevent deteriora- 
tion. Although Downtown will continue to be the place 
for big-ticket items, for fashion and better grade 
merchandise (including shoes), this does not mean a 
city boom is on the way. It merely indicates an easing 
in the shrinkage and decline of cities and city business. 
Looking ahead, the suburbs are destined to be the 
growth area in the Sixties. An increase in marriages, 
of all those war babies who will come of marriageable 
aye in this decade, will be a contributing factor in the 
growth of the suburbs. 


Free standing highway stores 

Still undetermined. They have done well in some 
areas; poorly in others. There is no solid pattern of 
growth here that can be used as the universal measur- 
ing stick as it was with shopping centers in the 
Fifties. The success of the Highway Store depends 
upon the site and not just because it is a Highway 
Store. Only a few of the chains have ventured into 
this type of operation on a large scale. The others are 
beginning to experiment. 


Leased departments 

Leased departments have shown a 200 per cent 
increase in the past ten years. However, future growth 
in leased departments will not be in the regular and 
accepted places, like department stores (where, tradi- 


tionally, there has always been a good share of leased 
departments). Rather, it will come in new types of 
outlets: clothing stores, where shoes were never car- 
ried before, variety stores, super markets, general 
merchandise stores. 


Outlook for growth—chains and independents 
There is a strong conviction that chains will con- 
tinue to show a faster growth rate than the inde- 
pendents. In the past ten years, chain dollar volume 
grew by 53 per cent; while independents rose 38 per 
cent. That averages out to a growth rate of better 
than 5 per cent annually for the chains and less than 
4 per cent for the independents. Over the next five 
vears, chain growth will be accelerated perhaps as 
much as 7 per cent a year (annual average); while 
independents will likely show no better growth rate 
than the 4 per cent of the Fifties . . . perhaps less. 
That’s the feeling of many shoe chain executives. 
Why? Mainly because of the costliness of expansion. 
It takes a lot of capital today to expand on any steady 
or substantial basis. This is a definite restraining 
factor for the average independent. Significantly, it 
means that chain growth, due mainly to the availa- 
bility of capital for expansion, will show a faster pace 
And as the growth continues in 
numbers of the shoe chain stores, the chains must 
(CONTINUED ON PAGE 115) 
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The chairmen of the six committees give detailed summaries of 
the trends in style, color, construction, leathers and finishes. 


HARRY GOULD, Harry Gould Associates, SLIPPERS 

All the imaginative styling heretofore reserved for 
high heel mules and wedges being translated into lower 
heel height scuffs and “slides.” Hostess types in dressy, 
jewel ornamented flats. Elasticized types and elastic 
topline family in velvets and brocades. Fur trims as 
ornaments and collars. All in rich full burnished tones 
of gold, toast, red, plumage, green. Marshmallow 
leathers. Vinyls in gem colors. Pearlized leathers and 
vinyls. For children, animal character slippers 
with toe tie in. For men... the deerskin look. 


HERBERT COHEN, Morse Shoe Stores, WOMEN'S 
CASUALS & DRESS FLATS 


Many shoes still to be made on single needle, in dress 
flats and little heels. Double needle will be volume. 
Triple is increasing. Some squares coming in. New 
interest in open shanks, folded top lines, more shapely 
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heels, integrated trims. In tailored flats and boots, the 
interest is in high-riding slipons and below ankle boots. 
Square toes, stacked heels 6/8-8/8, crushed leathers, 
waxy finishes will predominate. As for color: black, 
deep browns, otter with black. Plum tones will be pro- 
motional. 


ALAN GOLDSTEIN, Plymouth Shoe Co., MEN’S 
SHOES 


Narrower lasts, flexible constructions, lightened bot- 
toms, finer detailing will characterize men’s shoes for 
fall. Big increase will be in slipons . . . higher front, 
better fitting through use of gores; bluchers in all 
types; moccasin fronts and handsewns. Single brogues 
will probably take some of the business from the 
heavier, double sole patterns. Soft, boarded leathers, 
fine soft grains will predominate. Darkened browns, 

(CONTINUED ON PAGE 115) 
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Retailers’ fall buying plans 


In making this survey, RECORDER interviewers cov- 
ered two kinds of store operations in each state: a 
downtown leading department store (the store buyer 
or merchandise manager interviewed) and a _ sub- 
urban family shoe store retailer, preferably operating 
more than one store. States from Washington to 
Florida and from Minnesota to Texas were included. 
The results are of special interest in that they show 
general agreement on trends for fall in women’s, 
men’s and children’s styles. With rare exceptions, the 
price ranges were in the moderate brackets. 


Which toes and heels? 


As was to be expected, toes and heels are the sub- 
jects of greatest concern. The consensus pointed to 
the continuance of triple and double needle, espe- 
cially on high heels. The square toe, it is agreed, 
looks best on heels 18/8 and down. Said B. P. Weis- 
iger, buyer, manager, women’s shoes, Rothschild’s, 
Oklahoma City, “Triple needles, high heels to 24/8, 
closed toes and heels, no doubt, will lead sales. We 
will buy some squared-off toes and in this style some 
medium stacked leather hoels.” 

Leo Magnon, buyer of women’s shoes, Donaldson’s 
department store, Minneapolis, said, “I think the fast- 
est selling types of shoes for fall will be the tailored 
types with stacked heels—Mid-heels have been in- 
creasing constantly. M. D. Bagley, Shelby’s Shoe 
Store, Seattle, made this comment, “Flats in women’s 
shoes have lost favor to built-up heels in dressy 
styles. Mid-heels are more popular than higher 
heights in dressy shoes also.” 

Thoughtful comments on the toe problem came 
from other sources. Said Fred Absher, manager, 
women’s shoe department, Famous-Barr Company’s 
Clayton, Mo. suburban branch, “It looks to me as 
though the coming fall is going to be a season for 
putting a great deal of thought into buying—espe- 
cially with the squared-off toes on casuals and on 
heeled patterns, 15/8 and down, so strong in the 
fashion news. Triple needles, for example, will need 
a very careful appraisal of number of pairs to be 
ordered. Next fall may be the time not to stock them 
in depth.” 


A big question mark 

This analysis came from Walter H. Klick, owner 
of two family type shoe stores in two shopping cen- 
ters in suburban St. Lcuis County, “The toe shape 
looms as a big question mark. A big inventory of 
even double needles might be disastrous. Squared 
points and stacked heels look good for my middle- 
of-the-road customers for the fall ahead.” 

Another comment came from Dr. Robert Ritchey, 
president and buyer of all types of shoes for both 
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the Ritchey Brothers family shoes stores in Colum- 
bus (O.), “Pointed toes and thin heels are here for 
at least another two years.” Said Harry Keith, shoe 
department manager and buyer for The White House 
department store in San Francisco, “Toes and heels 
will be about the same as this year, but I will stay 
away from the extreme models.” 

John T. Finley, manager of De Arcy’s Boot Shop, 
Des Moines, affiliated with a downtown women’s 
apparel store, Norman Cassidy, Inc., said this: 
“Triple needle toe styles first, real open slings sec- 
ond, from one extreme to the other, will have great- 
est customer acceptance for fall.” Maurice R. Marco, 
owner of six family shoe stores in greater Miami, 
three in shopping centers, commented, “I feel the 
trend is away from the triple needle, with heels 
remaining high and medium.” 


Colors for women’s fall shoes 

Black was given first place for women’s fall shoes 
by all the buyers and merchandise managers inter- 
viewed, Seventy-five per cent black was the esti- 
mate given by Nate Roberts, owner of Roberts (fam- 
ily) shoe store, Minneapolis. Very close to black 
came brown. Among the browns, lighter shades up 
to beige and very dark blackened browns were also 
included by one or two stores. Black trimmed with 
brown was suggested as an “attention getting” treat- 
ment by James Harmon, buyer for the Bomar Shoe 
Company, Atlanta, operators of leased departments 
in several cities in the South. 

Green was given importance by a few stores. “The 
green family shows best indications for good fall 
selling,” according to A. C. Warren, shoe merchan- 
dise manager, women’s shoe department, Scruggs 
Vandervoort Barney, downtown St. Louis department 
store. “Greens may swing to neutral green or darker 
forest tones,” he said. 

Rose and electric blues, trimmed with mink in ex- 
pensive shoes, were novelty colors being bought by 
Irvin Smith, lessor of the women’s shoe department 
at the Union Company in downtown Columbus, also 
buyer for this store and three suburban shopping 
center units. Arthur Emma called green and purple 
the “best selling fringe colors.” Mr. Emma is the 
merchandise manager of all women’s shoes above 
the basement, buyer of women’s better shoes for 
Gimbels, Milwaukee, and has charge of shoe depart- 
ments in three Gimbel units. More colors, more color 
combinations and lighter shades were included in 
the buying plans of Walter Jones, lessor of women’s 
fashion shoe departments at Battelstein’s downtown 
and River Oaks stores, Houston. 

Almost without exception, smooth calfskin and 
some kidskin were given top rating in women’s leath- 
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What are the style trends that typical shoe retailers will 
follow in their fall-winter 1961 buying of men’s, women’s 
and children’s shoes? This question receives an authorita- 
tive answer from the Recorder’s store survey in 16 states. 


ers for fall 1961. Suede is given very little impor- 
tance except for the two-way type for early selling. 
“My women’s shoes will emphasize textured and soft 
grain leathers,” says Earl Woolf, vice-president of 
Park Shoe Stores, suburban family stores, Cranston 
and Warwick, R. I. 


Men's fall style trends 


Slipons are the leading styles ‘n men’s shoes. Says 
Moses 8. Parker, manager of four shoe departments 
of the Outlet Company, downtown department store, 
Providence, “Men's style, basic and work shoes, with 
black calf slipons are the big volume top-seller.”’ 
Vern Barrett, manager, shoe department, Jordan 
Marsh, Miami, says, “Slipons are the most important 
and will remain so, with black the predominating 
color. They still tend to more softness and lighter 
construction.” And again, from Paul Montgomery, 
shoe merchandise manager for Joslin’s downtown 
Denver and five branch stores, “For men, slipon 
styles and light weights will continue, also two- 
eyelets.” 

Gerald Oglesby, owner and manager of Jerry 
Shoes, suburban store, Des Moines, says, “Men's 
loafer patterns lead, with black selling three to one 
in both smooth and brushed leathers.” Lee Capel- 
laro, men’s shoe buyer in two departments of the 
John Wanamaker department store, Philadelphia, 
says, “We're selling lighter weight shoes, too, with 
cushion insoles. We're pretty traditional here, and 
sell cordovans, wing tips and plain tips. In fact, 
we've ordered a lot of the plain toes.” 

Finally, here is a statement on men’s toes and 
heels from Maurice Margolis, president of the 17 
Margolis Poll-Parrot Shoe Stores in Houston and 
Texas. “As for men's shoes, a continued trend to 
the pointed toe and perhaps an additional lift on 
heels.” 


Black and brown for men 


Black and brown for men were universally given 
top rating. Coffee and mahogany were specifically 
mentioned by one retailer. Greater variety in colors 
came from the suburban family shoe stores. Black 
still dominated the picture but brown was nearly as 
important. “We plan to go along with the B and B 
color trend in men’s shoes for fall,” said Nathan 
Slawin, president of the Shoe Box Company, operat- 
ing six stores in suburban Detroit. Burnished brown 
and olive were also mentioned. Smooth calfskin for 
dressy shoes; soft grains for sports are in fall buy- 
ing plans. Heavier weight leathers for men’s shoes 
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are being bought for a San Francisco suburban 
family store. 


Children’s roundup 

“Children’s shoes will continue to follow the nar- 
rower lines, the same as this year’s, in both patent 
and smooth leathers,” according to Byron Eisenberg of 
Byron’s family shoe stores in suburban San Francisco. 
Oxfords and straps will still be the two best sellers 
for children but slipons are also strong and there 
is a trend back to classic loafers, according to the 
owner of a suburban store. “I think there will be 
a big swing back to the loafer styles,” says Abram 
Spector, chairman of the board of the Dial Shoe Co., 
Inc., Philadelphia. The company has 52 stores in 
cities and suburban areas in four neighboring states. 
“Parents,” he continued, “and kids are tired of wear- 
ing those lightweight shoes that are all out of shape 
10 days after you buy them.” 

“Wearability” is what George Brott, of Brott’s 
Shoe Store in South Milwaukee, is looking for, espe- 
cially in shoes for teenagers. Miss Lucy Nichols, 
Lucy’s Family Shoe Store, Atlanta, specializing in 
children’s shoes, has this to say regarding children’s 
shoes, “For next fall, I’m buying very few of the 
gimmicks—I’m basing my buying on the staple lines 
that I’ve always carried, my first lines.” 


Black leads in children’s, too 

Black holds a leading place in children’s styles 
for fall. Says W. H. (Wally) Wallace, owner of 
Wallace Shoe Stores in three Denver suburbs and in 
Cortez, Colo., “Children’s ?—all black, some black and 
white patch oxfords.” 

Nylon velvet is again much talked of for children 
in all types. One New England suburban store in- 
cludes red, gray and dark green. “Volume sales for 
children will most likely be in plain elk leather in 
red, charcoal and black. For dress, black and velvet 
in pumps and straps,” predicted Della Harrold, owner- 
buyer-manager, Harrold’s Shoe Stores in Oklahoma 
City. Samuel Friedman, president, Public Shoe 
Store in Arlington, Va., said, “I expect the patch 
saddles to again be the best seller.” 

A generally optimistic outlook for fall 1961 busi- 
ness was the attitude of these shoe retailers. Among 
the 14 replies from department stores on this point, 
nine department buyers and merchandise managers 
expected improvement in fall sales. Most of them 
were more ready to compare fall 1961 with fall 1960 
since their figures for spring 1961 were not yet in 

(CONTINUED ON PAGE 115) 
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10 approaches 


that help sell 
the extra pair 


The test of a shoe salesman is the 
second-pair sales he makes. The 
extra pair won't sell itself. 


Selling the extra pair of shoes is the test of sales- 
manship. To do it, you have to create product desire 
with your merchandise, your selling attitude and your 
sales approach. 

The starting point to the extra sale is a “sell’’ atti- 
tude. Unless you are enthusiastic about the merchan- 
dise, you cannot make your customer enthusiastic 
about it. And, you must feel that you are performing 
a selling service and not just pushing shoes. 

High-pressure selling isn’t the way to the extra- 
pair sale. It is the way to antagonism and lost cus- 
tomers. With high-pressure tactics you may sell the 
weak customer a second pair of shoes, but only once. 

Every good salesman has a headful of ideas for 
presenting a second pair of shoes to his customer. He 
draws on the ideas to fit each occasion. But he always 
makes the extra-pair presentation a part of his sales 
conversation. It’s not an afterthought thrown in when 
the customer is about ready to leave. 


Pre-season selling opportunity 


@ Have the first styles arrived for next season? Now 
is the time to make pre-season sales by introducing 
these new “hot items” to your customers. After you’ve 
fitted a woman with shoes for the season, show her 
the newest shoes in stock. Suggest that she buy a 
pair for next season. This approach has appeal for 
the fashion-conscious woman who likes to be a leader 
in her community. 

@ If your store is having a sale and the customer has 
bought non-sale shoes, offer her sale shoes. Point out 
the savings available on fashionable shoes. Don’t offer 
a customer shoes that will offend her because of their 
out-dated style, poor workmanship or obvious cheap- 
ness. Present good sale merchandise. 


Sell the opposite 

@ Another style approach is on the basis of opposites. 
If your customer buys dress shoes, show her a pair of 
casuals. If she buys basics, show her novelty styles. 
If the customer buys shoes that complement her cos- 
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tume, show her what contrasts can do to create a 
new look with the same outfit. 

@ Listen carefully to your customer. He or she may 
give you the selling approach to use in making an 
extra-pair sale. If your customer discusses bowling, 
boating, skating or some other sport, offer a pair of 
athletic shoes for the sport. 


The mother instinct angle 
@ Mothers are often a soft touch as far as their chil- 
dren are concerned. After fitting the mother with her 
shoes, suggest she take home a pair of shoes for her 
son or daughter. This is where an up-to-date card file 
of shoe sizes can lend an important assist in making 
the sale. If the child is along, the sale is easier. 
Gifts for other members of the family should get 
more emphasis than they do in shoe stores. Shoes have 
never gotten enough retailer support as gift items. 
A retailer who keeps up-to-date size-card files can in- 
crease his sales by bringing out gift shoes for other 
family members as he completes his initial sale 
@ Tuke a cue from the weather. If storm clouds are 
brewing or the weatherman predicts bad days ahead, 
offer your customers stormwear to protect their new 
shoes. 
@ For every season there's a slipper. They are no 
longer Christmas-only items. Slippers assume new im- 
portance with the increase of casual living—-especially 


Suggest a pair along with 


indoor-outdoor slippers. | 


your shoe sale. 


Another pair is healthy 

@ Several pairs of shoes are a necessity. Point out 
that for the sake of foot health a person should change 
shoes each day. For every day of wear, shoes should be 
treed and allowed to dry out at least 24 hours. It pro- 
tects the feet and also helps give the shoes a longer 
life. This is a health message that can be made the 
extra sale pitch. 

@ If your customer arrives with a shopping com- 
panion, you have a perfect opening for selling an extra 
pair—but to the customer’s companion instead of to the 
customer. While showing your customer shoes, let her 
companion look at several styles you've picked from 
stock to match her apparel. Make the presentation 
early in your sales talk so she has plenty of time to 
study the shoes. 


Layaway plans help 

@ A good layaway plan and a sales staff thoroughly 
oriented to layaway selling can help multiply your 
extra sales. Often the only thing between your cus- 
tomer and a second pair of shoes is cash. If, during 
your sales presentation, you mention the layaway 
plan and how customers use it to put shoes away for 
special occasions or for the next season, you open the 
door for a second layaway sale. 

The extra pair sale just doesn’t happen. It takes 
a salesman to make the sales and a good store train- 
ing session to impress the staff with the importance 
of suggesting multiple sales. 

Every customer who leaves the store without being 
offered a second pair of shoes represents a lost poten- 
tial sale. 
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Before you sell a single shoe—you must sell its benefits! This is the 
secret behind Endicott Johnson’s exciting new shoe lines for fall 61! 
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See Fashion 10 and get complete details about this fantastic promotion at 
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the PPSSA in New York, Room 617, Hotel Sheraton Atlantic (April 30-May 4) 
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ANOTHER 
TESTED AND 
PROVEN IDEA 
TO MOTIVATE 

PEOPLE! 


PPSSA in New York, Room 617, Hotel Sheraton Atlantic (April 30-May 4) 
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See Fashion 10-Leg Flattery and get full promotion details at the 
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See “The Man” in “Living (Formula X-500) Leather,” and get the facts 
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See Romper Room Shoes and get the full facts at the PPSSA 
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Ordinary Leather 


See and test “Living (Formula X-500) Leather” yourself at the PPSSA 
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in New York, Hotel New Yorker and Sheraton Atlantic (April 30-May 4) 
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Get the facts about Fashion 10, The Man, Romper Room 
and “Living (Formula X-500) Leather’® at the Popular 
Price Shoe Show Association on April 30th—May 4th! 
FASHION 10—Room 617-—Hotel Sheraton Atlantic 
THE MAN-Room 706-Hote!l New Yorker 

ROMPER ROOM—Room 705-Hotei New Yorker 
“LIVING (FORMULA X-500) LEATHER’ in all 3 rooms 


Endicott Johnson means business for you! 
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PPSSA style chairmen 
(CONTINUED FROM PAGE 97) 


oak or olive tinged browns, blackened greens are ex- 
pected to increase in importance. 


WILLIAM WADDELL, Sears Roebuck & Co., 
CHILDREN’S SHOES 

Variety of types, patterns and treatment in chil- 
dren’s shoes will spark interest and excitement. This 
should be reflected in good business. Highlighting de- 
velopments in children’s shoes: Slipons, some with 
elasticizing; new square toes; softened look; stacked 
heels, spat types. Revived interest in ghillies. Low 
boots, especially the Love Knot pattern, are expected to 
be more important than ever. In boys’ shoes, look for 
interest in: Slipons with elasticized toplines, brogues, 
2-eyelet Southern ties, boots, especially the Alpine. 
Color trend is toward darker shades of brown. 


Chain store growth 
(CONTINUED FROM PAGE 97) 


inevitably consume the steadily enlarging share of the 
shoe market. 

The larger chains are opening new stores at the 
rate of 20 to 40 a year. To open even one or two 
stores is a major investment for the average inde- 
pendent. If the new store doesn’t work out, he’s in 
trouble. Whereas, the chain can write off a “loser” 
because it has several new “winners” going. 


Alfred Morse, president of Morse Shoe Stores, 
emphasized this fact. “We see an inevitable pattern of 
steady growth for chains,” he said, “because the chains 
are dedicated to growth and expansion. The inde- 
pendents are not so committed, as a business policy. 
Moreover, the chains are seeking out new channels, 
new sites and types of stores where shoes can be sold. 
The chains are pioneering and although all that is 
touched isn’t turning to gold, some rich veins are 
being uncovered in the pioneering process. As a result, 
we can see the pace of chain growth in the Sixties 
accelerating beyond that of the Fifties.” 

How do the chains see fall shoe business? All say 
it will be better. When and how much? As soon as the 
bottom of the recession levels out. Estimates range 
from 2 per cent to 10 per cent, based on established 
stores. If new stores are included, it will be higher. 


Retailers’ fall buying plans 
(CONTINUED FROM PAGE 99) 


and many were only just beginning to benefit by 
somewhat better employment conditions and 
weather. 

Comparing fall 1960 with their anticipations for 
fall 1961 was where their optimism showed most 
definitely. One Miami department store retailer 
looked for a “possible 20 per cent increase.” “A 10 
per cent sales increase potential for fall” was the 
way a downtown Denver merchandising manager 
put it. A Minneapolis department store buyer said 
that fall 1960 business had been “terrific” and he 





LININGS and UPPERS UNLIMITED from 
LO W/ E NS TE IN as «America’s Greatest Fabric Resource 


There’s no end to the assortment of shoe and. 


slipper fabrics for linings and uppers. / 
¢ 
—~\ 


Choose from a diversified selection of 


cottons and synthetics in both 
solids and prints at your 
favorite fabric jobbers 

who carry our 

lines. 


they’re 

all quality- 

controlled to 

give you extra 

value at no extra cost! 


Plan now to use Lowenstein fabrics in your 


next shoe lines. Contact your favorite fabric 
jobber or write Lowenstein for complete resource list. 


M. LOWENSTEIN & SONS, INC. « Utility Division * 1430 B’way, N. Y. 18, N. Y. * OX 5-5000 
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expected that fall 1961 would be “as good, if not a 
little better.” 


/ = Ralph Lee, manager of the shoe departments at 
lad aA Crowley’s department store in downtown Detroit, 
Py, Ce wf f ey said, “Fall business should be up some, but perhaps 


not in the same percentage of increase as in past 
+) . seasons. I believe shoe retailers are going to have 
VW SB. to get out and work to keep their sales up with new 
sales ideas, special promotions and good all-around 

merchandising.” 

Optimism ran high also among the buyers or own- 
ers of suburban family shoe stores. “With an in- 
crease of 30 per cent in business from fall to spring, 

2 we are planning to buy for next fall as we never 
AMERICA’S bought before,” was the enthusiastic comment of 
Gerald Oglesby, manager of Jerry’s Shoes, a Des 


Moines suburban store. 


LEADING Closeout corral makes 
UFACTURERS* sure that everyone buys 


The fact that few customers at the luxurious Wig- 
wam Shoe Store in Scottsdale, Ariz., expect to find 
any sort of marked-down footwear has been an effec- 
tive sales builder for the Closeout Corral. 


w 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND-RIGID 


Shoe industry leaders have too much 
at stake to risk using a matefial they 
can’t trust. These leaders—and many ~ 
others in the industry —are now Using 
Cyco tac for the tall and thin women’s The Closeout Corral has display space for 500 pairs. 
shoe heels that fashion has decré : 

Cyco_ac—the ABS plastic from, ) : 
Borg-Warner—is being used by more \ The Wigwam concentrates on casual 
and more manufacturers because it 
offers maximum resistance to flexural markdowns are offered at approximately the same 
fatigue failure. It also resists shock prices as in the usual shoe stores in the downtown 
and heat distortion, thus practically district. Savings amount to from 5 to 50 per cent on 
eliminating breakage. ; : slow movers, odd sizes and shelf-warmers. 

If you are not now using YCOLAC Rather than display marked-down specials along 
write today for information on this with regular merchandise, the Wigwam created the 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 


4 Arizona’s most luxurious resort center. In the Corral, 


completely enclosed Closeout Corral. This is a sepa- 
rate room, 12 by 10 ft, with open-rack display space 
for 500 pairs of shoes. The partition wall separating 
it from the rest of the store is finished in brilliant 
red plywood with white stripes and a shake roof which 
gives it something of a cottage appearance. 

The Corral makes sure that every visitor buys some- 
thing. People who can’t be sold on regular merchan- 
dise, usually because of price, will pick out a bargain 
MARBON CHEMICAL ovsom BORG-WARNER so they will have a souvenir of their visit to Scotts- 


WASHINGTON WEST VIRGINIA 


*Names On Request 


Write Dept. D-4 





dale. 
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Teenagers get credit too 


ROBERT KERR, manager of Kerr’s Shoe Store, 
Compton, Calif., is typical of the shoe retailers who 
are cashing in on the booming teenage market. 

Mr. Kerr has established a “campus account’”—a 
teenage credit plan—that’s gotten youth approval in 
the Compton area. At Kerr's, high school juniors and 
seniors and college students are allowed to charge pur- 
chases up to $20. The accounts are payable in 10 
weekly instalments of $2 each. 

“We require a parent's approval on these accounts,” 
Mr. Kerr said, “but we do not hold the parents respon- 
sible in event the teenager doesn’t pay.” 


Initially there were losses 

When the plan was started, Kerr’s suffered 
more losses on teenage credit than on the adult credit 
plans, but, Mr. Kerr the trend is getting 
better and losses are almost non-existent today. 

“I believe the laxity 
part in extending credit and the fact that it was some- 
thing new and unusual to the teenager,” said Mr. Kerr 
Other Compton merchants told of similar experiences 
where, on teenage credit plans, there were losses initi- 
ally and then improvement to where, in some cases, the 
better paper than the 


credit 
indicates, 


losses were caused by on our 


teen accounts are considered 
adult accounts. 

Teenagers account for almost 20 per cent of Mr. 
Kerr's volume. When he started the credit plan cater- 
ing to the teenagers, Mr. Kerr devised a pamphlet to 
explain it. The “Your Campus Account” pamphlet 
“Early credit experiences will assist the stu- 
dent in obtaining a better understanding of the value 
of the dollar. It will help in developing self-sufficiency, 
thrift a better 


states 


encourage and inspire appearance.” 


Parents approve accounts 


The pamphlet also tells parents the account must 
have their approval but that they aren't responsible 
for payment failures. It explains that credit will be 
limited to $20. Likely questions are 
swered in the pamphlet. 

When applying for credit, teenagers are given the 
pamphlet, along with a credit form to fill out. The 
form includes space for the applicant’s name, 
grade, phone, major subject of study, 
school counselor and school activities, parents’ employ- 
ment, position and length of employment, the student’s 
employment and the name of two friends. A space at 
the bottom is left for one parent’s signature. 

Once the application is returned, the teenager can 
purchase up to the $20 maximum, with payments made 
weekly. “Weekly payments are important,” Kerr feels 
“because teenagers receive their allowance or salary 
on a weekly basis.” 


posed and an- 


school, 
home address, 


Teenagers have definite ideas 

Compton teenagers start purchasing their own shoes 
around age 15, Kerr said and the total picture in their 
selection is about the same as for adults. “But they 
have more definite ideas on price because they have 
just so many dollars for shoe purchases.” 
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I SellThe Complete Line ofFeature The Complete Line of Feature 
Shoes That Doctors Recommend That Doctors Recommend 


* aaNE g JOINT JOURNAL 
pe MEDICAL jain if 


Medic’s Important Tis canada codin: Campaign 
HELPS YOU SELL! 


Attention-getting ads in the leading professional magazines 
tell doctors all about the superb construction and 
quality design of Junior Arch Preservers. More and more 
doctors prescribe Junior Arch Preservers and 
send their patients directly to stores carrying these shoes. 
This means increased sales and volume for you! 


Medic dealers can give profits a year-round boost by 
contacting doctors regularly and telling them about 
Medic’s complete line of feature shoes for children. . . 
with the widest possible variety of lasts to fill every 
doctor's shoe prescription. These doctors will do the rest. 
Your store will gain a reputation for carrying 
the finest children’s shoes money can buy! . . . And you'll 
earn a really good profit with every pair of shoes you sell! 
. designed ex- 


New! Exclusive! 2) 
J WMEDIC- SPLINT OU clusively for con- 


genital disorders 
when indicated 
by the doctor. 


pr ee 
ARCH PRESERVER 
Swed by 


Cg 


MEDIC SHOE MANUFACTURERS, INC. 
1212 WOOD STREET, PHILADELPHIA 7, PA. 





Developed after 
years of studies 











Write today 
for catalog, 
descriptive 
literature, 
FREE BOOKLET 
on prescription 
fitting. 





SLEET ‘N SNOW 
Slim last — lotest 
style form fit nylon 


Flat ond heel styles. 


yn ~xA-s SOLE 
WADERS AND 


SPORTING BOOTS 
Rubber i 


zip PAC 

Insuloted fast seller 
for sportemen ond 
industria! workers 


Felt Insuloted 


and Stee! Shank 


4-BUCKLES 
Perfect fit — long 


weer — ovailoble in 


WHAT'S NEW 


men's, boys’, youths’ 
ond little gents sizes 





Wa terproo Footwear 
WEATHERETTES 
+ meg -~ Vy : N / or 








Women and Children 





SLIC-CHICS 

Plain or fur trimmed 
Fiat ond moxine 
heels. Growing Girls 
ond Teens’ sizes 
Block, White or Bone 


RAIN QUEEN PLA PAL 


Smort style vinyl Plain or fur trimmed 

Women's sizes Growing Girls 

Flat ond moxine heels Teers’ ond Tots 
Block, Brown, Red 
White. Lined or 
unlined 


EAION 
ti ned vinyl boot 


/ . ~ i Rubber Footwear by 











RaRaReRanaane THE 


ATIONAL DUS 


Transparent Plastics Co. RUBBER co. 


Main Office ond Foctory 
Division of Rock tslend, 1. 
The Servus Rubber Co. Bronch Office and Warehouse 
320 Broadway, W. Y., M. ¥. 
See the complete line of rubber and plastic waterproof footwear at the PPSSA, New Yorker Hotel, 


Orleans Room, Lower Lobby, April 30 - May 4. 
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FLATTENING 
TO POINT OF 
OMPLAINT 


Accelerated laboratory tests prove the 
superiority of Vulcan STA-ON* Top 
lifts! The STA-ON* unique dowel con 
struction (Patent applied for) grips the 
long-wearing Polyurethane Toplift in an 
interlocking bond virtually unbreakable 
under conditions of normal usage. 


Proven STA-ON® Toplifts are produced 

in numerous desirable variations: a 

wide range of dowel lengths: many t Liddd ld dddddddddddiddiiaddiaaiabidn 
popular sizes and colors of round tops 
(to be trimmed) and pre-trimmed, 
shaped tops. All are competitively 
priced 

STA-ON* Toplifts have recently been 
adopted by Brown Shoe Company and ? 258 
U. S. Shoe Corporation among others 


ON DISPLAY — BOOTH 342 








STA-ON 








ee eee 


C 











HOURS OF WEAR BEFORE TOPLIFT DESTROYED OR DOWN TO METAL DOWEL *T.M. Whitso, Inc 


VAG} Meosy-\ Meco) 1210), 74a Oe) Mette time alle 
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SHOE 


How can you make 
a club plan pay? 


~ SCHOOL 


A shoe club plan, properly set up and managed, 
can be a steady, powerful volume builder. 

What is a shoe club plan? 

How does it work? 


A shoe club is an organized group of customers 
who pay a fixed amount each week toward a pair of 
new shoes. The club can be any size and can be 
organized in an office, a factory, a church—any spot 
where people get together on a regular basis. It 
can be for men, women, children (through their 
parents) or for a mixed group. 


Club organizers collect weekly payments from 
club members and pay you. They get a commission 
—usually 10 per cent, paid in merchandise. 

Club plans vary. Every retailer can find some 
technique that works best in his particular area. 


What is a typical plan? : 

Here are the details of a typical plan that has 
proved successful for a new England retailer. He 
has scores of clubs operating at one time and his 
clubs are for women only. 


One woman forms the club. She organizes a group 
of women (no less than 10 women) who each pay 
$1 a week to her. And, each week she takes the $10 
to the retailer. He checks off each member’s name. 
Some club organizers collect 50¢ a week and others 
collect $2 or $3. 


This retailer lets the women get their shoes any- 
time after they begin paying into the club, however, 
most members usually wait until they’ve paid in 
their full club amount. 

If a customer wants shoes that cost more than 
the $10 she’s paid into her club, she just pays the 
difference. If her purchase is less than $10, she 
gets a credit slip toward another purchase. 


Payoff is in cash or shoes 

When the ten-week period is over, the organizer 
gets her payment. In the case of a $10 club, she can 
be given either $10 credit toward merchandise or $10 
cash. Often cash is given when the club is formed 
to benefit a church or school group. 

The retailer has realized $100 in gross sales and 
$40 in gross profits from the $10 club. If he pays 
the organizer in merchandise, the profit is reduced 
to $34 and if in cash, $30. Operate 20 or 30 of these 
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clubs on a twice-a-year basis and you'll see what 
volume producers they can be. 


People join these club plans because they don’t 
mind paying a small amount each week. And, they 
don’t have to go out to make the payment because 
the club organizer comes to them. Club members 
know if they start to pay into a club ten weeks be- 
fore a season, they’ll have a new pair of shoes 
already paid for when the season arrives. 


Built-in collection agents 


Club members also pay promptly because the or- 
ganizer-collector is usually a friend or co-worker 
and it’s difficult to skip payments without losing 
face. The collector pays the retailer promptly be- 
cause she wants her commission as soon as the club 
is over. 


Club plans have many plus factors. People get 
into the habit of shopping at their club store. The 
store image is promoted. Members will often buy 
an extra pair because one pair is paid for when they 
come to shop. For the same reason, accessories move 
more readily, too. 


Some clubs begin all over again as soon as the ten- 
week period is up. Others operate only a few times 
each year. And, many times one club will spawn 
others. Members decide to form their own club so 
they can earn the commission. 


Getting started is the problem 


The extra paperwork that is necessary to keep 
track of the clubs is more than compensated by the 
extra business clubs promote. The major problem 
is setting up the club program from scratch. 

Who are potential club organizers? They are sec- 
retaries, stenographers, waitresses, factory fore- 
ladies, factory workers, parents (for their children). 
And, where do you find them? Try insurance offices, 
churches, schools, men’s, women’s and teenagers’ 
social and civic clubs, factories and stores. 


How do you get started? Try soliciting in news- 
papers. Play up the free pair of shoes or money 
payment offer. Send letters to local civic and social 
clubs inviting them to make money for their organi- 
zation with a club plan. Talk it up with your cus- 
tomers, especially the young office girls. Setting up 
a club plan will take effort, but the rewards are 
worth it. 





How do you measure heel height? 


Heel height is one of the most abused measurements 
in shoe business. Few shoe manufacturers—and even 
fewer retailers—understand it. This is due largely to 
differences in methods of measuring. This lack of 
standard procedure and its resultant confusion has 
brought on much error in true heel measurement. 
Where, for example, a manufacturer or retailer speci- 
fies a 12/8 heel, he might get a 14/8, simply because 
the heel height was measured at different points. 

Here is the approved and correct way to measure a 
heel. The key point is the distance three-quarters 
forward from the back end of the heel seat. From this 
point, a line (with a ruler) is dropped straight to the 
floor. The distance from the floor to the top surface 
of the heel is the correct heel height. 


Measure at the correct spot 


Heel height is not measured through the center of - 


the heel or at the back of the heel. The correct line of 
measurement is in front of the heel breast. 

This applies to any type of heel, whether on men’s, 
women’s or children’s shoes. The heel height is always 
ealculated in eighths of an inch, which is how we 
derive standard designations such as 10/8, 16/8, 
22/8, ete. 

If an 18/8 heel is measured at the correct position, 
it will, of course, measure 18/8. But if measured 
through the center of the heel the measurement would 
become about 19/8; and if measured at the back line 
of the heel, about 20/8. This is because of the gradu- 
ated angle of the heel seat. That is, the hee] seat angle 
is naturally higher at the back than at the front or 
breast line. 


Height changes with size 

There is another important difference. Take a shoe 
with a 20/8 heel. In size 6, the heel would be 20/8. 
But in size 9 or 10, it would be 21/8 (though it would 
still be called « 20/8). The larger size shoe simply 
needs 2 larger—that is, slightly higher—heel to main- 
tain balance with the last. Heel sizes usually “break” 
with three different shoe sizes: 5, 7 and 9, with slightly 
increased height in the larger sizes. This applies 
especially to better grade shoes. 

The curve of the heel breast—called the groove—is 
important in ascertaining heel height. The groove 
can alter the length of the heel seat and, in turn, 
require a different point for heel height measurement. 

Another influencing factor in heel height is the posi- 
tion or placement of the heel under the shoe. If the 


heel is positioned a bit more forward (and this is 
determined by the style of the shoe and/or heel), it 
can measure a full % inch less than if the same heel 
were placed farther back. This again is due to the 
slant of the heel seat. 


There are other influences 
A number of other factors influence heel height. 


For example, the lower the toe spring, the higher the 
heel required. The slant or angle of the heel seat is 








heel-height selection, the shoe manufacturer should 
always submit the actual last for heel adaptation.) 
The tread of the last plays a role. If the tread is be- 
hind or in front of the ball, this will influence selec- 
tion of heel height. Improper tread, due to incorrectly 
adapted heel height to the last, is a major cause of heel 
breakage. 

Heel elevation is often confused with heel height. 
They're very different. Heel elevation is the measure- 
ment from the floor to the top surface of the heel 
measured at the back of the heel. This is always 
measured in 82nds of an inch. This always determines 
the slant or angle of the heel seat, or vice versa. Heel 
seat angle and heel elevation are always fixed measure- 
ments on any given type of heel. 

Style of heel as well as style of shoe can create 
optical illusions in heel heights. Some of the thin, 
graceful “little heels” can look higher than they 
actually are. And high but heavy heels can appear 
lower than they actually are. 








A heel nomenciature sheet and a heel-measurement 
ruler can be obtained free from Mears Hee! Co., 53 
Beacon Ave., Lawrence, Mass. 
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About water-repellent leathers 


Water-repellent leathers provide a plus to the sales 
pitch when you are attempting to move treated work 
shoes, sporting boots or suede casuals. In order to 
take advantage of this selling plus, you should under- 
stand the characteristics, advantages and differences 
of common water-repellent leathers. 

For example, both silicone-treated and fluorochemi- 
ceally-treated leathers are water repellent, but they are 
now serving different markets. 
And, the sales emphasis is also 
in different areas. 

Silicone-treated leathers are 
used largely in work shoes and 
sporting boots where they are 
promoted as the key to dry feet. 
Water repellency is the major 
sales pitch of the manufac- 
turers. 

On the other hand, fluoro- 
chemically-treated leathers are getting widespread use 
by the makers of suede and brushed pigskin casuals. 
They are not being promoted as water repellent shoes, 
but as wash-and-wear shoes. The emphasis is different. 














Both treatments are tannery-applied 


Both of these treatments are applied to the leather 
in the tannery. Both make the leather water repellent, 
but the degree of repellency varies with the treatment, 
the leather, the use of the leather and actual wear. 
Both silicone-treated and fluorochemically - treated 
leathers allow air circulation through the leathers’ 
pores while greatly reducing water absorption. 

Because both treatments retain this leather breath- 
ability, neither of them makes the leather 100 per 
cent waterproof. This would require blocking pores 
in the leather and the result would be hot, uncom- 
fortable and unhealthy shoes. 

Not only do both treatments reduce the amount of 
water that can get through the pores of the leather, 
both reduce fiber wetting. In their application, the 
treatments coat the leather fibers. The result is re- 
duced fiber wetting and faster drying. 


There is chemical resistance too 

In addition to the protection from water, both treat- 
ments increase resistance to chemical action, including 
the destructive action of the lactic acids in perspira- 
tion. The developers of the fluorochemical treatment 
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have found that treated leathers withstand the action 
of caustic burns and barnyard acids. 

Whereas untreated leather which is repeatedly 
soaked and dried becomes hard and inflexible, treated 
leathers—both silicone-treated and fluorochemically- 
treated—-remain soft and flexible after repeated 
wettings. 

Both treatments would normally last for the life of 
the shoes, but should the silicone-treated leathers begin 
to show fiber wetting, customers can buy and apply a 
new treatment to the shoes. Makers of the fluoro- 
chemical treatment say there is no need for retreat- 
ment so no product for restoring water repellency was 
developed. 

Fluorochemically-treated leathers also resist soiling. 


There are cleaning cautions 


Cleaning and dressing directions for the leathers 
vary according to the water-repellency treatment used. 
Silicone-treated leathers should be cleaned with water 
and polished with paste wax only. When you sell a 
pair of these shoes, you should make a point of telling 
the customer the correct way to clean the footwear. 
Stress the fact that no soap should be used. And, 
saddle soap, neat’s-foot oil and dubbing—commonly 
used by sportsmen to give their footwear some water- 
repellent characteristics—are not recommended for 
these leathers. They reduce the effectiveness of the 
silicone treatment. 

For fluorochemically-treated leathers, there are no 
special cleaning precautions other than the advice to 
keep them out of the washing machine. They can be 
brushed, scrubbed with soap and water, allowed to 
dry and then brushed with a stiff brush to bring up 
the nap. 


Display special features 

You can build several window and store demonstra- 
tions around water-repellent footwear you stock. For 
silicone-treated leathers, you can secure a window unit 
which will flex a boot in an aquarium of water to 
demonstrate that they are practically waterproof. Or, 
you can stand these shoes in a pan of water inside 
your store where a skeptical customer can check the 
inside for moisture. 

The best demonstration for fluorochemically-treated 
leathers is an actual washing demonstration to show 
customers how easily the shoes can be scrubbed. 





What does national trade association membership get you? 


Have you discarded national trade association mem- 
bership applications with the unanswered question: 
“What's it get me?” 

Let’s see what membership in three retail associa- 
tions does “get you.” The three groups are: National 
Retail Merchants Assn., National Shoe Retailers Assn. 
and Independent Shoemen. 

NRMA membership—it costs from $30 a year, if 
your annual volume is $75,000 or under, to a maxi- 
mum of $8,000—gives you the services of over 100 
staff members working through 16 divisions to pro- 
vide research and advice on all phases of retailing. 


Handles any small! store problem 


The Smaller Stores Division tackles all problems of 
stores with annual volumes under $2 million. It draws 
on the facilities of all of the other divisions—includ- 
ing Controllers’ Congress, Merchandising Division, 
Credit Management Division, Store Management 
Group, Personnel Group, Sales Promotion Division, 
Credit Management Division, Traffic Group—to pro- 
vide material. 

Members get NRMA’s Special Bulletin of informa- 
tion on new trends and developments in every branch 
of store operation. They also get bulletins and news- 
letters on specific topics from the various divisions. 

NRMA sells publications to non-members, but mem- 
bers save on purchases. For instance, five publications 
about small store problems, merchandising, training, 
shoe sales training and promotions cost members 
$14.75. Non-members pay $40.50. 


Case histories can be borrowed 


Material from a comprehensive library of informa- 
tion about all phases of retailing, including case his- 
tories of successful store methods and promotions, are 
available on a loan basis only to members. 

Members get a monthly magazine Stores, and a 
Washington Newsletter that keeps them abreast of 
legislative matters that concern them. The Washing- 
ton office staff acts as the association’s eyes, ears and 
voice in the capitol, 

Conventions, seminars and workshops provide edu- 
cational opportunities and forums for the interchange 
of ideas. 

NRMA also offers a group life insurance plan for 
members and their employees. 

National Shoe Retailers Assn. members—they pay 
from $8.50 to $50 a year—can call on the group’s in- 


formation department to answer any questions about 
shoe store operations. 

Dues entitle members to twice-a-year men’s, women’s 
and children’s style forecasts; a monthly report of 
current and future trends in women’s apparel, shoe and 
accessory markets; a tot-to-teen quarterly which cov- 
ers trends from babyhood through the teenage years 
and a twice-a-year rundown of style and color develop- 


. ments in the wholesale bag market with resources and 


prices. Also, a monthly economic report that analyzes 
government attitudes and regulations; surveys fac- 
tors like personal income, disposable income, savings, 
employment levels; indicates trends in production and 
consumer demand; analyzes the raw material market 
and gives statistical charts on shoe production and 
retail sales. 

NSRA also distributes information on fitting and 
selling shoes, sales training, retail advertising and a 
survey of family shoe store operations. 


NSRA sponsors workship sessions 

NSRA co-sponsors the National Shoe Fair, stages 
an annual NSF workshop for dealer education and 
runs 11 regional workshops that take retailer educa- 
tion to grass-roots retailers. 

As a representative of 4,700 member stores, NSRA 
supports or opposes legislation affecting shoe retailers. 

Not everyone can join Independent Shoemen—dues 
for this group range from $20 to $75. LS. isn’t open 
to operators of manufacturer-controlled stores because 
it is an association trying “to promote the security and 
best interest of the shoe industry and to assist inde- 
pendents in competition with manufacturer-retailers.” 

The membership — over 2,000 — includes retailers, 
travellers, manufacturers, wholesalers, tanners and 
allied industry men. 


LS. sends three publications 

Dues entitle members to Operational Know-How, a 
monthly booklet of information on successful shoe 
store operation methods and ideas, a newsletter which 
alerts members to trends and developments in the shoe 
business with emphasis on independents’ interests and 
Footnotes, a listing of such things as stores for sale, 
partnership opportunities, shopping center locations, 
educational opportunities and employment notices. 

In addition 1.8. provides a low-cost insurance plan, 
gives assistance in placing and obtaining lines and 
items and does research on request. 
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TO: All Shoe Manufacturers 


All Shoe Retailers 


K tremendous variety of sensational new products and product 
improvements will be announced, displayed and demonstrated at the 


forthcoming Factory Management Conference of the National shoe 


Manuf association. These GOODYEAR products make possible 


great advance acture.-- they offer 
remarkable new opportuni igi sty, value and 
customer-appeal to practically every tyPe of shoe from premium— 
priced men's and women's styles t° puaget-priced poys' and 
misses' prands. Everyone in the shoe industry is urged to 


become fully acquainted with these products: 


A preview of these "new frontier" soles, heels and other items 

is presented on the following pages: Full details will be 

available at the GOODYEAR Conference Exhibit and from your 
ne 


GOODYEAR Representative: 


April 15, 1961 
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World's first plastic last 


The world’s first commercial 
plastic last is now available. Called 
Sterlon, it represents the most 
significant technical development in 
last-making over the past half cen- 
tury. 

Due to the natural shortcomings 
of wood, last-makers and other 
sources have for decades sought to 
develop a plastic last that could re- 
solve the common problems of wood 
lasts. Sterlon is the first such plas- 
tic last, developed after testing of 
hundreds of materials and several 
years of intensive research. 

While wood has for centuries 
served admirably for last-making, 
among its well-known shortcomings 
are the following: it is not 100 
per cent reliable for 100 per cent 
accuracy; it can swell under damp 
conditions and shrink under dry 
conditions, thus affecting the 
planned measurements and sizes of 
the last; it is weakened by con- 
stant attack of chemicals, absorb- 
ing the strong solvents and chemi- 
cals used in shoemaking; it has a 
low breaking point when subjected 
to the normal stresses and pres- 
sures of shoe machines. 

The plastic-type Sterlon last en- 
ters with many new advantages. 
Non-porous, it’s impervious to the 
effects of moisture, and wholly re- 
sistant to changes in tempera- 
ture, thus assuring consistency of 
planned measurements and sizes 
under all conditions. 

It is impervious to chemical at- 
tack. It has a high resistance to 
breakage and cracking. Its unique 
quality of resilience or “plastic 
memory” enables it to withstand 
all machine pressures and stresses 
without even fractional change in 
dimensions. It has 100 per cent uni- 
formity, without hard or soft spots. 
It claims superior tacking ability 
so that repeated tack use does not 
create large holes, as in wood. It 
requires no special last finish. Due 
to its unique surface finish, the last 
is easier to remove from the shoe. 

The Sterlon last is expected to 
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result in numerous economies, as 
well as assuring improved quality 
of fitting, because of uniformity of 
planned measurements and dimen- 
sions. SOURCE: Sterling Last 
Corp., 43-05 Tenth Street, Long Is- 
land City 1, N. Y. 


Servo toe laster 


Model “C” Servo Toe Laster is 
a new combination machine for 
velvet buffing and breast flap area 
buffing on women’s Louis shoe bot- 
toms. The same company also has 
a Combination Grinder and 
Rougher in addition to a new In- 
verted Cemented Sole Activator. 

The O.M.L.C. line includes a 
Jackpart Pre-Moulding Machine; a 
Combination 
Forepart and Ball Lasting Ma- 
chine; a Cement Heel Seat Last- 
ing Machine with automatic un- 
loading; a precision Upper Leather 
Splitting Machine and a high qual- 
ity Insole Moulding Machine. 
SOURCE: Compo Shoe Machinery 
Corp., Waltham, Mass. 


Embosser 

The ability to emboss sock lin- 
ings in one or two colors is an out- 
standing feature of the Markem 
151A Embosser. The machine em- 
bosses the heel and arch in one 





Many of the new products de- 
scribed on these pages are being 
introduced for the first time at the 
North American Factory Manage- 
ment Conference in Cincinnati, 
April 19-23. 


Pulling - Over Toe, 


stroke, each in a separate color. 
An adjustable work table elimi- 
nates the need for gauging loca- 
tion of linings by eye. No pins or 
obstructions remain, over which 
linings must be lifted as they are 
flipped from the stack. 

A new model is available with 
split feed roll for greater leaf 
economy. A self-contained hydrau- 
lic unit operates from a 110 volt 
line with thermostat heat control. 
SOURCE: Markem Machine Co., 
Keene, N. H. 


Superthin spike heel 
Described as the world’s thinnest 
heel, the new superthin spike Fan- 
tasia heel measures slightly over 
one-eighth inch at narrowest point. 
Made of special heat-treated steel 
on a select maple base, it is de- 
signed to provide strength and 
support for the active, modern girl. 


The shoe illustrated here, an 
evening pump with grosgrain bow, 
is also fitted with polyurethane 
Mearthane toplift, a new long- 
wearing molded material. Due to 
heel’s delicate and graceful flare, 
the lift has a generous support area 
which avoids damage to floors, 
makes repairs easier. SOURCE: 
Mears Heel Co., Lawrence, Mass. 


Men’s stretch rubbers 
These new men’s stretch rubbers 
that really aren’t rubber are made 
of lightweight Koroseal vinyl and 
called “Splashers.” Actually 
(MORE ON PAGE 128) 
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Now ready! A great new sales-building product. . . brought 
to you by GOODYEAR “new frontier’ research! 
_— | 
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SOLES 


—for women’s shoes... with amazing 
“feather-easy flexibility... better finishing properties 


pecial new version of the NEOLITE Flex Sole that has all the outstanding 
NEOLITE Flex plus an almost unbelievable flexibility. Here’s a 
finish and flexibility that adds irresistible customer apps 
vill find new NEOLITE Flex the finest processing solit 
‘, naumkeags easily and beautifully. The edges trim smoot} 
Mr. Neolite says: “Remember, NEOLITE Flex is also ideal for men’s shoes.” Interesting new 
‘ finishes have been developed for men’s NEOLITE Flex which makes them superbly suited for 


your better lines of men’s shoes. 


; Le, 
Lots of good things come from GO OD, YEAR 
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stronger than rubber, they may be 
rolled or folded into their own case. 
Have molded soles de- 
signed to make walking easier on 
slippery surfaces. 

Available in four stretch sizes to 
fit all shoe sizes. In translucent 
amber and smoke, Splasher styles 
include men’s over and clog as well 
as overshoes. A men’s work over 
comes in black. Over and clog re- 
tail at about $3.00, work over at 
$4.00. SOURCE: B. F. Goodrich 
and Hood Footwear, Watertown, 
Mass. 


bar-cleat 


Polystyrene box toe 
Prepared pre-activated Ardenite 
polystyrene box toe is now avail- 


able in the heavier weights 50-D, 
55-D and S-70, the military poly- 
styrene. Box toes come in metal 
containers completely activated and 
ready to insert into shoe with no 
additional operations, thus elimi- 
nating both solvents and activating 
machinery. Technique also enables 
shoe manufacturer to avoid haz- 
ards of inflammable _ solvents. 
SOURCE: Beckwith - Arden, Inc., 
Watertown, Mass. 


Lasting process 

This new process for lasting a 
shoe entirely with thermoplastic 
cement is said to offer significant 
manufacturing economies and bet- 
ter-than-ever lasting conformity. 
Other advantages include elimina- 
tion of steps and machines for- 
merly required, reduced training 


New American injection molding machine 


This new American injection 
molding machine has bottomed over 
300,000 pairs of shoes in recent 
months. It produces a pair of shoes 
every fifty seconds. In an eight- 
hour shift, one operator can bottom 
500 pairs of shoes. 

The machine eliminates a num- 
ber of shoemaking steps, because in 
one operation it molds and attaches 
directly onto the lasted shoe bottom 
a finished sole and heel unit with 
clean, sharp extensions and edges 
to produce an attractive, long-wear- 
ing shoe. 

The sole and heel unit is made of 
durable thermoplastic polyviny!] 
chloride, which is available in a 
number of brilliant colors as well 


128 


as black and brown. This “PVC” 
is injected onto flat-lasted pre-ce- 
mented shoe bottoms, and the vis- 
cous plastic is formed in special 
aluminum molds. One mold is made 
for each size and half-size in a 
given style. And each mold can ac- 
commode three widths. A wide va- 
riety of tread designs, simulated 
sole stitching and welt wheeling 
can be cut directly into the molds. 

Six 8-station machines are now 
in commercial use, and four more 
machines soon will be completed and 
installed. With a view to increasing 
production and extending the range 
of sizes, trials are being started on 
an even larger 12-station model. 
SOURCE: United Shoe Machinery 
Corp., Boston, Mass. 


time and skill of operators, faster 
last turnover, more uniform last- 


ing. 


Main elements in the new process 
are a new Combination Heel Ther- 
malaster and a Combination Toe 
Thermalaster, to be used in con- 
junction with the previously intro- 
duced Model E Thermalaster. Ma- 
chines may also be used separately. 
A new heel counter method and 
new material are also included. The 
thermoplastic counter material is 
attached to the counter pocket in 
the stitching room, the upper is 
then placed in the activator to heat 
heel portion, and then placed over 
the last and put into the Heel Ther- 
malaster, which assembles, pulls, 
forms and lasts the heel in a single 
operational sequence, utilizing heat, 
tension and pressure. 

The shoe is then placed on the 
Toe Thermalaster, where pulling- 
over and toe lasting are done in 
one automatic operational sequence. 
The controlled pull exerted on the 
upper eliminates slipping of the 
upper on last, makes possible pre- 
cise positioning of throats and 
produces tight top lines. The shoe 
is finally sidelasted on Model E 
Thermalaster. SOURCE: Interna- 
tional Shoe Machine Corp., Boston. 


New last line 

This new line of Vulcan Trend- 
Makers is based on Seymour Troy 
conceptions. Mr. Troy, winner of 
the first annual NSRA Mercury 
Award in 1960 for design contribu- 
tions to the shoe industry, describes 
them as the most likely shapes to 
capture feminine fancy for future 
season's footwear. 

Firm is also introducing produc- 
tion lasts coated with new Vulca- 
last HLI-41 finish. Finish is im- 
pervious to moisture penetration, 
offers maximum resistance to sol- 
vents and abrasion. Smooth surface 

(MORE ON PAGE 130) 
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Now ready! A great new sales-building product... brought 
to you by GOODYEAR “new frontier” research! 


GOOD/YEAR : 
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a sensational 
achievement in 
quality at a 
budget price! 


An all vinyl soling that solves your problem of offering quality at a competitive price. Especially 
suited for children’s, misses’ and growing girls’ shoes. It can be applied with standard methods— 
no change in manufacturing technique or equipment needed. JETLITE Soling is long-wearing 
vinyl, extremely flexible and lightweight. It has excellent resistance to spread or “‘curl’’—far 
superior to ordinary material in holding shoes in shape. Has non-marking edges. Available 

“in any color from clear to black or brown. 


Mr. Neolite says: “New JETLITE Soling is available in three attractive designs.” 


“fe, 
Lots of good things come from GOOD YEAR 
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facilitates removal of shoe without 
damage to linings and with mini- 
mal use of last slip. 

Also available is completely new 
version of Sta-On toplift dowel 
combination. Available in both pre- 
trimmed and trimmable shapes, 
they combine recently - developed 
long-wearing plastic top piece with 
hardened steel dowel. Have superior 
wearing qualities and pull - out 
strength. SOURCE: Vulcan Corp., 
Cincinnati, O. 


Heel butting machine 


Automatic Heel Butting and 
Shank Reducing Machine, Model 
ABS, can handle over 5,000 pairs 
of shoes daily and will operate on 
all soling materials including 
leather. Does not require a skilled 
operator as size changes can be 
made in less than 30 seconds. The 
machine produces a finished sole 
surface ideal for cementing without 
further roughing and does not re- 
quire knives or rollers. Uses space 
approximately 30 in. by 30 in. Two 
new models of sole edge pre-trim- 
mer, both supplied as bench type 
units, are available as single and 
twin-head heavy duty pre-trim- 
mers. Specifically designed for pre- 
trimming foam and gum rubber 
soles up to 48 iron thickness. 

Heel butting machine model 
HB4L has been improved to handle 
any soling material, including 
leather and is useful also for de- 
graining patterned soles where pat- 
tern prevents efficient cementing of 
heel to sole. Materiai can be re- 
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duced to minimum one iron thick- 
ness. Little or no adjustment 
needed with output up to 7,000 
pairs daily. SOURCE: Circle Ma- 
chine Co., Inc., Haverhill, Mass. 


New shoe labels 


A new method for brand-mark- 
ing shoes, called Brady Poly-Plate 
Shoe Labels, is claimed to with- 
stand severe wear, abrasion, body 
acids and perspiration and to re- 
main bright and legible for the 
life of the shoe. Permanent sub- 
surface, metalized printing is pro- 
tected by a shield of Miracle Mylar. 
Labels are self-bonding, do not 
creep or peel. Available in all sizes, 
shapes or color combinations, in- 
cluding gold or silver. SOURCE: 
W. H. Brady Co., Milwaukee, Wis. 


Soling material 


An economical, specially com- 
pounded vinyl material called Jet- 
lite Soling provides excellent wear- 
ing qualities for children’s shoes 
and retains flexibility and work- 
ability despite extremely light 
weight. Available in three designs 
be stitched 
(with spring heel as shown) or 


and all colors. Can 


cemented, has high resistance to 
curling or spreading. Edges may 
be trimmed and scoured to high 
luster, eliminating need for edge 
finish, SOURCE: The Goodyear 
Tire & Rubber Co., Akron, O. 


“‘Space-Saver” sewing unit 
This new “Space-Saver” Unit is 
a pedestal type table and stand 
which facilitates more efficient ar- 
rangement of sewing machines and 
equipment while saving floor space. 
Specially-shaped table (top and 
edges bonded with Formica) is sup- 
ported by heavy gauge steel stand 
with all four legs at the right of 
treadle. Steel anchors locked in 


wood eliminate through-the-table 
fastening devices. 

Company also has 212wl46 re- 
cently developed highspeed, lock- 
stitch, roller presser machine, 
mounted on “Space Saver” Unit. 
Automatically lubricated two- 
needle machine operates at sus- 
tained high speeds for vamping, 
foxing, tipping and space stitching 
on shoes and for general work on 
shoes, leather and gloves. Machine 
also features Hoffee Cutter which 
eliminates manual cutting-apart of 
workpieces in binding operations 
SOURCE: 
Singer Sewing Machine Co., New 
rove, NN... 


on canvas footwear. 


“Pilot” cutter guide 
This new Fred Hawkes, Ltd., 
“Pilot” Cutter Guide Unit for 
grinding edge trimmer cutters (it 
(MORE ON PAGE 132) 
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Now ready! A great new sales-building product. . . brought 
to you by GOODYEAR “new frontier research! 
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superlative premium quality—for your finest brands 
of top-grade shoes 


You can reach new heights of customer-appealing quali 
cy bs ri 

Soles for your featured lines of boy 

} 


none ; tre) in ‘ _, raf 
experience in developing and manul: 


greatest achievements 1! 
JEOLITE-VINYL Soles are beyond question among t 


Winmmen 
UTpTliedl ‘ 


ifacturing eq 
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to process—no change In manul 


Mr. Neolite says: “Your finest styles can be even finer with NEOLITE-VINYL Soles.” 


Lots of good things come from GOODFYEAR 


o 


AR TYRE & BYUBOER COMPANY, 
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will fit any cutter grinder with cut- 
ter post diameter 0.75 in.) insures 
even grinding of all cutter teeth, 
thus insuring longer cutter life. 
Operator merely applies a slight 


anti-clockwise twist to cutter so 
that the back of the tooth is in slid- 
ing contact with the flat face of 
the vertical guide. SOURCE: In- 
ternational Advisory Service, Lynn- 
field, Mass. 


Die cutting machine 


A new type Model “DS” hydrau- 
lic die cutting machine permits the 
feeding of materials from the side 
and rear. Especially suitable for 
cutting sheet materials such as rub- 
ber, plastics, etc., without the cus- 
tomary inconvenience of handling 
on conventional clickers. 

The same firm is also offering 
the Model 63 “CS” hydraulic pull- 
ing over and toe laster which it de- 
scribes as one of most versatile of 
its kind. The amount of hydraulic 
pull may be adjusted to suit indi- 
vidual needs. SOURCE: Herman 
Schwabe, Inc., Brooklyn, N. Y. 


Injection molding machine 

A new Nova N.P.I.-60, low pres- 
sure plastisol injection molding 
machine molds plastic soles to all 
types of uppers. Economically 
priced machines can be set up in 
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batteries (12 pair machines com- 
plete with molds are priced at $12,- 
000) and can produce 40 cases of 
shoes in an 8-hour period. Only 
three operators are required for 
working all 12 machines. 

The machine can also be used to 
mold rubber as well as piastics. 
Since molds and lasts do not re- 
quire modification for the two sol- 
ing systems, manufacture is easily 
changed from plastic to rubber and 
vice versa. SOURCE: Atlas Shoe 
& Sewing Machine Co., New York, 
N. Y. 


Hydromac press 


Model 802 Hydromac Press is a 
versatile, dependable machine with 
a new hydraulic circuit that elimi- 
nates most of the usual valving 
and accumulator parts required 
normally. Easily serviced and main- 
tained. Handy adjustments for dif- 
ferent sizes and styles of shoes. 
SOURCE: Lamac Process Co., 
Erie, Pa. 


Magnetic applicator 

A super magnet that attaches 
firmly to any vibrating sewing ma- 
chine is featured on this new mag- 
netic applicator. Threading eyes 
are porcelainized to protect thread 
against chafing. Automatic drip-flo 
bottle, placed on top for easy visi- 
bility, maintains proper amount of 
lubricant in the felts. 

The company’s XP silicone lubri- 
cants, now available in three classi- 


fications: XP-19 fine, XP-21 me- 
dium and XP-23 heavy, are an aid 
to high speed sewing problems for 


all machines and thread fibers. 
SOURCE: Advance Silk Thread 
Corp., Hackensack, N. J. 


Band knife splitting machine 

New Model U.A. Universal Band 
Knife Splitting Machine, complete 
with vacuum system, upper driven 
feed roll and stationary presser 
bar, covers a full range of splitting 


from kid, pig and calf to heavier 
weights such as cowhide, splits, ar- 
tificial leathers, felt, cork and simi- 
lar materials. Automatic features 
for controlling and grinding knife 
and four-speed control offer a 20-30 
per cent increase in output. 
SOURCE: Fortuna Machine Co., 
New York, N. Y. 
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Mr. Neolite says: Ge after year GOODYEAR “new frontier” 
research brings you great new products ... great improve- 
ments in standard products! Depend on GOODYEAR for 


YOUR 1961 GUIDE 10 
NEW SALES FRONTIERS 


WINGLITE Soling . . . now available in intriguing new textured 
designs. INFA-FLEX Soling . . . now made with an ingenious 
new undertone finish including “‘chalk white” with engineered 
processing advantages. NEOLITE Crepe . . . now made with a 


No matter what type or style of shoes you make or 
sell you'll find that GOODYEAR has the products 


that can help them sell better. GOODYEAR re- 
search, development and manufacture includes 
products used in an entire range of shoe brands 
from premium-priced to budget-priced. And in 
every price class of product GOODYEAR always 
takes a “new frontier’’ approach to quality and 
styling. Regardless of the price ticket on any brand 
or brands, GOODYEAR products can add to their 
originality, value—and salability! Be sure to get 
acquainted with the GOODYEAR products listed 
here . . . and with all the GOODYEAR products 
shown at the Factory Management Conference! 


NEW! NEOLITE FLEX SOLES 
NEW! JETLITE SOLING 
NEW! NEOLITE-VINYL SOLES 


remarkable new “spring tensioned’’ compound and exciting new 
designs. JETLITE Heels . . . now available in a full line of chil- 
dren’s, growing girls’, misses’ and women’s styles in stacked and 
regular colors. 


ALSO: Neolite Flex Soles . . . Customized Neolite Flex Soles... 
Standard Neolite Flex Soles . . . Pillo-Flex Soles . . . Chemigum 
Oil Proof Soles . .. Crown Neolite Soles . . . Jetlite Heel bases... 
Goodyear Toplifts . . . Goodyear Heels. 


Lots of good things come from coop#y EAR 


UM, T..°S——THE GOOOTEA 


April 15, 1961 
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SALES AIDS TO HELP YOU MOVE MORE MERCHANDISE 


LIA retailers promotion kit 


The Leather Industries of Amer- 
ica is providing retailers with a 
promotion kit with which they can 
tie in with LIA’s spring promotion 
campaign. The theme of this cam- 
paign is springweight leather for 
lightness and comfort in men’s 
shoes. Its purpose is increased 
spring and summer volume. 

The kit for retailers provides 
window and interior store display 
material, with sketches for sug- 
gested use. Newspaper advertise- 
ments are also given. For the 
Springweight Leather Promotion 
Kit write Leather Industries of 
America, 411 Fifth Ave., New York 
16, N. Y. Free. 


N.S.1. summer slipper promotion 


The National Shoe Institute’s 
summer slipper promotion kit pro- 
vides retailers with publicity, ad- 
vertising, promotion and display 
materials with which to carry out 
Summer Slipper Week from May 18 
to 27. The kit contains suggested 
slogans for ads and displays, 
sketches of how a slipper display 
can be set up, stories and photo- 
graphs for newspaper use, a broad- 
side on the forthcoming Redbook 
color feature on summer play- 
clothes and slippers and a digest of 
newspaper publicity. Write Na- 
tional Shoe Institute, 50 Rockefeller 
Plaza, New York 20, N. Y. A 
charge of 75¢ each will be made 
for orders of more than five copies. 


Advertising and sales promotion 
The National Research Bureau 
has issued vol. 3 of a retail adver- 
tising and sales promotion manual. 
It is a 428 page looseleaf publica- 
tion listing more than 1400 ideas 
for increasing profits in retail busi- 
ness. There are ten sections: Ad- 
vertising, Displays that Sell, Ideas 
and Products, Management, Public 
Relations, Salesmanship, Sales Pro- 
motion, Seasonal Promotions, Traf- 
fic Builders, Glossary, Index and 
Bibliography. There are 250 photos, 
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many ad reproductions and hun- 
dreds of sketches. Macy’s, Wolf 
Bros., Lit Bros., Miller & Rhoads 
and Jordan Marsh are a few of the 
hundreds of retail stores participat- 
ing in the manual. NRB Retail Ad- 
vertising and Sales Promotion Man- 
ual, Vol. 3. National Research Bu- 
reau, Inc., 415 N. Dearborn St., 
Chicago 10, Ill. $16.95. 


Brand names week 

Retailers who wish to take part 
in the annual Brand Names Week 
promotion May 4-14 should write 
for free point-of-purchase kits, spe- 
cifying the type of merchandise 
they handle. The Brand Names 
Foundation will fill orders for kits 
right up until the beginning of the 
promotion. According to the Foun- 
dation, this year’s Brand Names 
Week will surpass by a considerable 
margin all records set for partici- 
pation in the event. Write Brand 
Names Foundation, 437 Fifth Ave., 
New York 16, N. Y. 


Personnel management 

Personnel policies and practices 
often make the difference between 
success and failure of business en- 
terprises, according to a new man- 
agement series booklet issued by 
the Small Business Administration. 
The booklet gives guides in overall 
management considerations and in 
getting new employees. It discusses 
personnel training, compensation 
including fringe benefits, physical 
working conditions and employee 
services, employee relations and 
management-union relations in 
small firms. Personnel Management 
Guides for Small Business. Govt. 
Printing Office, Washington 25, 
D. C. 25¢. 





Pamphlets, booklets, sales aids 
and similar material of interest to 
RECORDER readers, will gladly be 
included on this page. Address: 
Editor, Worth Writing For, BOOT 
AND SHOE RECORDER, 56th & 
Chestnut Sts., Philadelphia 39, Pa. 


A Shoeman’s New York 

“A Shoeman’s New York” is the 
title of a pamphlet being published 
by the PPSSA. It will give visiting 
shoemen tips on how to tour shoe 
windows, where to observe fashion 
trend makers, how to use the fash- 
ion resources of New York City for 
working out new ideas and many 
other pointers on things to do and 
see. A Shoeman’s New York. Pop- 
ular Price Shoe Show of America, 
51 E. 42nd St., New York 17, N. Y. 
Free. 


Waterproof fabrics 


Soviet research aimed at improv- 
ing the quality of waterproof fab- 
rics is reviewed in a translation 
from a Russian textile magazine. 
Influence of Moisture in Footwear 
Materials on Their Warmth-pro- 
tecting Qualities (60-21794). Office 
of Technical Services, Business and 
Defense Services Administration, 
U. S. Department of Commerce, 
Washington 25, D. C. Price 50¢. 


Equipment leasing 

The fourth edition of a study on 
equipment leasing has been issued 
by the Foundation for Management 
Research. Revised and expanded to 
24 pages, the study contains a new 
section advising business executives 
on renewals and options-to-buy at 
the end of the lease period, and ex- 
amines the latest Interna] Revenue 
Service rulings with regard to 
write-offs of payments on leased 
equipment. The study includes ta- 
bles and charts analyzing the com- 
parative costs of leasing, outright 
cash purchase, purchase by condi- 
tional sales contract and purchase 
through bank financing. Specific 
situations where it is advantageous 
and disadvantageous to lease equip- 
ment are analyzed. The Pros and 
Cons of Equipment Leasing for 
Smaller Manufacturers, Depart- 
ment Stores and Supermarkets. 
Foundation for Management Re- 
search, 121 W. Adams St., Chicago 
3, Ill. Free. 
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STREAMERS 
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on Genuine NEW 


RIPPLE ” Bantam-Rib Sole 
and the 
RIPPLE °* conventional Sole 


Sales-getting national ads sizzling through the pages of 
leading mass and fashion magazines! 
— PLUS — 
Everything you need to advertise, display, promote and 
SELL like never before! 
To make sure you get your pocket full of dollars, send for 
your FREE TIE-IN SALES AIDS . . . NOW! 
See us af the Factory Management Show 
Room 710—Netherlands Hilton 


A PEDWIN® Style 
by Brown Shoe Company 


Any questions? Simply write: 


BEEBE RUBBER COMPANY 
Nashua, New Hampshire 





Promote the leadership brands for faster 
turnover and 800d PLOFIts, sea ranes week gets bigger ever 


year. Bigger sales, bigger profits. And now is the time to make plans for a full scale tie-in with 
this year’s promotion. 

Everything is in your favor. Your customers are pre-sold on Brand Names. Your own experi- 
ence proves that leadership brands are what they prefer, what they buy most often. 


Your promotion will be backed up by Brand Names Week ads in America’s leading consumer 


magazines, newspapers, radio, TV, outdoor and transit. 
Make Brand Names Week your most productive promotion for 1961. Promote the leadership 
brands for faster turnover, bigger profits. 


Brand Names Foundation, Inc. 
437 Fifth Avenue, New York 16, N. Y. 


BRAND, 
NAMES 


SATISFACTION 


Boot and Shoe Recorder 





TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


A trend with momentum 


Along with self-service discount operations, leased 
departments are becoming fastest-growing areas in 
retail shoe sales. Growth of both types of shoe sell- 
ing over past three years has been almost rocketlike. 
There are no exact breakdowns of the number of 
shoe operations in each area, particularly since 
many leased departments are discount. But NSMA 
estimates at least 4400 leased shoe operations going 
today with many more planned in coming months. 


There are figures for dollar volume which show 
graphically what's been happening in this growth 
area. In 1948, leased shoe departments accounted 
for $170 million in sales, of which branded shoes 
accounted for $131 million and unbranded only $39 
million. Total retail shoe sales over the nation were 
$3.1 billion. In 1958, leased shoe departments 
showed $276 million in sales, up 62 per cent. 
Branded shoes in these departments had $158 mil- 
lion, up only 22 per cent from 1948. But unbranded 
lines had $118 million, up an amazing 203 per cent. 


Unbranded lines: Grown and growing 


Since practically all discount or self-service stores 
sell unbranded shoes, sales increases in the latter 
give you a fair idea of unbranded shoe growth. The 
pace has accelerated in the past two years and prom- 
ises to step up even further. For example, Melville 
Shoe Corp.’s new Meldisco leased discount depart- 
ments will soon increase to some 12-15 units. If 
these work out as expected, the rate of openings 
will increase sharply. 


But don’t sell the traditional leased departments 
short. These sell mainly branded lines at full mark- 
up, provide plush surroundings, complete service. 
Growth in this area has picked up sharply over past 
year, promises still more activity. Traditional de- 
partments are concentrated in big downtown and 
regional shopping area department stores and 
branches, unlike discount departments moving 
strongly onto the highway. But department stores 
are also looking toward the highway, could move 


soon, 


One way or another, there's a battle royal shaping 
up on the highway. Even if it’s confined to discount 
operations, it will account for an increasing share 
of shoe business in next three-five years. 


Even if traditional stores stay off the highway, 
discount stores may soon find themselves beginning 
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to compete on services. Price on the highway will 
soon lose all identity. Eventually, consumers will 
begin to look for something more, particularly as 
rising standard of living continues to upgrade aver- 
age consumer's taste. The trend could begin to 
reverse itself back toward service. If so, discount 
stores will have to move into partial service at least 
—more fitting, decor, possibly credit. Result will be 
rising costs, higher markon. 


From self-service to service? 


Where will it all end? Some say discount depart- 
ments are only entering their first evolutionary 
stage. Because they are extremely flexible, they will 
keep shifting with the consumer trends. As tastes 
move up, so will the discounters. But how far up- 
wards can they go without losing much of their cost- 
price advantages—and being forced to compete with 
traditional department stores on services? 


Latter are also changing, even more radically than 
most realize. More and more will accentuate leased 
departments, as department store management looks 
for other ways to make money. Retail operations 
within the big stores will be leased to specialists in 
each field, including shoes and other apparel. These 
can often mean the difference between profit and 
loss. At least 10 per cent of the departments in to- 
day’s average department store are leased and they 
generate eight per cent of total sales. 


From seller to financier 


Right now, shoe departments rank among the 10 
most frequently leased departments. And of the 10, 
shoes are easily the best traffic-generators, contrib- 
ute most importantly to the total store personality. 
Some better shoe departments of the traditional type 
are credited with playing most important role in 
helping upgrade the over-all store. It’s a good bet 
that almost all shoe departments will be leased 
within next few years. 


What will this leave for department store manage- 
ment? It will evolve primarily into a financial oper- 
ation. Management will set policy for store, see that 
leased operations within it function smoothly within 
total store concept. All this will become small part 
of management’s job as it moves more strongly into 
other areas. Real estate is one. Many department 
stores are helping to finance big shopping centers. 
Others are buying up office buildings, renting space. 
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RETAIL NEWS 





‘Industry must switch 
to the offensive’: Rossi 


Shoemen at the SMA breakfast heard the Recorder 
executive editor call for a ‘‘forceful offensive’ to 
improve the industry’s economic position. He sug- 
gested forming a team of “Bold Pioneers.”’ 


“America’s shoe industry must 
switch from its long-held ‘defen- 
sive’ position, which has retarded 
its expansion, to a forceful, im- 
aginative offensive which can 
double its growth rate in the 
1960s.” 

William A. Rossi, executive edi- 
tor of BooT AND SHOE RECORDER, 
voiced this recommendation at 
the Shoe Market of America in- 
dustry breakfast meeting in St. 
Louis April 10. Rossi was the 
featured speaker at the breakfast, 
an SMA highlight. 


An industry in a rut—‘Despite 
a great ferment of change and 
muscle-flexing going on in the 
industry,” Rossi told the shoe 
show audience, “we continue to 
be rutted by a limited growth 
pattern.” For example, in the 
1950-60 period, he said, shoe pro- 
duction rose by only 75 million 
pairs, an average of 6.8 million 
a year, for a total increase of 12 
per cent. But population rose 22 
per cent in the same period. 

In 1950-60, per capita shoe pro- 
duction fel] 6 per cent, and the 
share of the consumer dollar going 
for shoes dropped 18 per cent. But 
meanwhile consumer expenditures 
rose by more than 50 per cent. 


“A flow of excuses”—‘“Despite 
the industry’s constant soul-search- 
ing efforts, a realistic and unified 
program for the betterment of its 
position remains a big and tragic 
gap,” Rossi declared. “Out of this 
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has developed a shrugged-off res- 
ignation to slowing growth. We 
continue to rationalize this with a 
defensive based upon a steady flow 
of excuses, new and old, for failing 
to come anywhere near our po- 
tential.” 

Among the areas where the 
industry has permitted itself to 
be forced into varying degrees of 
defensive position, Rossi said, are 
the following: 

Shoe imports: There is the 
belief that there is no way out 
of being engulfed by this “foreign 
invasion,” the editor pointed out. 

Research: We make constant 
apology for the pittance spent 
within and by the industry for 
genuine research. 

Foot health: We permit shoes 
to remain a favorite target of 
unjustified criticism by the public 
and medical professions. 

Profits: We continue to bewail 
our plight of consistently low net 
returns. 

Consumer shoe spending and 
shoe consumption: We watch our 
shrinkage or stagnated growth 
with resigned helplessness. 

Marketing: We still aim for a 
mythical “mass market” and fail 
to “play” the many specialized 
markets within the mass market. 

Shoe fitting: We are still using 
the trial-and-error techniques of 
a century ago as the age of 
science prepares to shoot a man 
to the moon. 

Technology: We are still using 


150-200 operations to make a shoe 
when an automobile can be fabri- 
cated in half that number of 
operations. 

“We slide back or merely crawl 
forward, forced onto the defensive 
primarily by default or forfeit,” 
the RECORDER executive editor 
charged. “The irony is that the 
industry has an abundance of 
creative talent, creative ideas, able 
men and women and tremendous 
energy. But we have yet to harness 
this enormous power potential for 
a mass offensive to lift the in- 
dustry to a new plateau. To do 
this we need a program.” 


“Bold Pioneers”—Such a _ pro- 
gram, Rossi said, could consist 
of an industry-wide team of “Bold 
Pioneers” — for the 1960s, he 
thinks, will be as open to pioneer- 
ing as were the 1860s. 

“This team of ‘new frontiers- 
men’ would he hand-picked as 
bold adventurers, idea men, daring 
and imaginative. This would be 
no ivory-tower group but realis- 
tic and experienced shoemen with 
the courage to break tradition 
and establish precedents. From 
this could come action committees 
to carry individual plans to ful- 
fillment. And out of this could 
come a genuine ‘Shoe Industry 
Offensive for the Sixties.’ ” 


Where to start—Here are sev- 
eral examples of prospective areas 
for an offensive, as listed by 
Editor Rossi: 

Shoe exports: A 
swer to shoe imports. 


realistic an- 


Technical research: An indus- 
try-sponsored technical research 
program could be set up, patterned 
after the highly successful British 
plan, Satra. 

Foot health: An active liaison 
committee with the medical pro- 
fessions could be established. 

Profits: A probing study of es- 
tablished and new areas to uplift 
productivity, especially at the re- 
tail level, is needed. 

Technology: An 
of standardization of basic shoe 
components to simplify shoemak- 
ing, cut shoemaking time and costs 


investigation 
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would be useful. 


Marketing and _ distribution: 
Shoemen need a systematic break- 
down of all the specialized mar- 
kets within the all-embracing 
“mass market.” 

Consumer shoe spending and 
consumption: For once, a large- 
scale promotional program, with 
a budget of respectable size, “to 
do with dollars what cannot be 
done with pennies.” 


Needed: sense of direction—‘It 
is obvious that the industry’s 
innate energy and efforts must be 
given a fresh sense of direction— 
planned and unified,” Rossi said. 
“The unbiased facts and figures 
show that we are functioning far 
below our potential. A program- 
med offensive must replace in- 
decisive defensive! 

“Hitched to a wagon of bold 
pioneering, there is every good 
chance that the industry’s stature, 
well being and progress can show 
near-spectacular improvement to 
get its deserved share of a greatly 
accelerated economic growth in 
the Sixties.” 


SHOE SHOWS 
PPSSA attendance represents key areas 


Retail executives and buyers 
who attend the Popular Price Shoe 
Show of America come from geo- 
graphical areas that account for 
65.3 per cent of the country’s re- 
tail shoe sales and 65.6 per cent 
of its shoe stores. 

So say PPSSA officials after 
analyzing registration at last No- 
vember’s show and comparing it 
with data from “The Concentrated 
Market in the Shoe Trade—1958,” 
a Census Bureau study. Edward 
Atkins and Maxwell Field, co- 
managers of PPSSA, made the 
analysis in preparation for the 
next show, April 30 to May 4 at 
the Hotels New Yorker and Shera- 
ton-Atlantic, New York. 


7,000 at last show — According 
to Atkins and Field, the show nor- 
mally attracts representatives of 
“virtually every important chain 
store, mail order firm and other 
volume distributors, plus an un- 


usually heavy concentration of at- 
tendance from the most important 
shoe markets.” 

Some 5,119 persons registered at 
the last PPSSA. Another 2,000 
are believed to have attended but 
failed to sign in. 

Some 90.9 per cent of the shoe 
buyers registering in November 
came from the New England, Mid- 
dle Atlantic and South Atlantic 
States. These 17 states account for 
44.6 per cent of the country’s re- 
tail shoe sales and 43.5 per cent 
of its shoe outlets. Another 5 per 
cent of PPSSA registrants were 
from the East North Central 
States, a five-state area with 21.2 
per cent of the nation’s shoe sales 
and 22 per cent of its shoe stores. 


Look at NYC—New York City 
alone, home of the show, houses 
9.1 per cent of America’s shoe out- 
lets and accounts for 11.3 per cent 
of retail shoe sales. 
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Boston Advance Market showing May 7-10 can secure ad- 


‘ : vance copies of the shoe directory. 
in October IS cancelled These are available by mail from 
Boston’s Advance Spring Shoe Sydney L. Curry, Boston Shoe 
Market Week scheduled for Oct. Travelers’ Assn., Parker House, 60 
1-4 has been cancelled, according School St., Boston. Directories will 
to the New England Shoe and be ready about the third week of 
Leather Assn., sponsor of the April. 
event. 
The reason is the proximity of | TWO California shows 
the National Shoe Fair at Miami ; ; 
Beach, Sept. 24-27. The Fair will set registration records 
close only three days before the All-time highs in registratior. 
Boston show would have opened. have been recorded for the West 


Saul L. Katz of Hubbard Shoe Coast Shoe Travelers’ Fall Foot- 
Co., Rochester, N. H., vice-presi- wear Market, April 23-26, in Los 
dent of NESLA, said that the can- Angeles, and for the San Francisco 
cellation was in line with the asso- Caravan “Carnival of Shoes,” May 
ciation’s decision of eliminating 7 through 9. 
shoe shows that may duplicate “The earlier dates of the San 
other events. Francisco mart indicate the in- 

NESLA officials made it clear creased importance of this show,” 
that the 1962 Advance Fall Market  °#id Joe Ginsberg, chairman of this 
Week will be held. Dates are April market. A luncheon is scheduled 
1-4. Whether the October show °F Monday, May 8, during which 
will be dropped in future years all display rooms will be closed. 
has not been decided. At Los Angeles, in addition to a 

“circus room” and snack bars in 
. the Alexandria and Biltmore Hotels 
Boston directory offered for visiting retailers, a Tuesday 

Retailers planning to attend the night (April 25) event is planned. 

Boston Shoe Travelers’ Assn. fall WCSTA, with the cooperation of a 


freight line, has taken over the Ben 
Blue Supper Club. Tickets are 
available on a first-come basis at 
WCSTA offices in the Alexandria. 


Longer hours planned 
at Denver Fall Market 


One hundred and fifty lines will 
be shown at the Fall Shoe Market 
of Mountain States Shoe Travelers 
Assn. at the Albany Hotel, Denver, 
April 30 to May 2. Dan Kole, presi- 
dent, said the show will feature 
longer selling hours and will be 
one of the largest in the associa- 
tion’s history. Six hundred retail- 
ers are expected. 

Sample rooms will be open from 
9 a.m. to 8 p.m. Sunday, April 30; 
9 a.m. to 6 p.m. Monday, and 9 
a.m. to 3 p.m. Tuesday. A $25 
fine will be assessed on any ex- 
hibitor closing his sample room 
before Tuesday noon, the associa- 
tion board voted. 

The program will include a 
luncheon for visiting buyers on 
Sunday at 12:30 p.m. at the Al- 
bany, and a dance in the Albany 
ballroom Monday beginning at 
9:30 p.m. 








FIRST CHOICE > 


WITH 6 
TOP RETAILERS 


GOLD COIN rm as tT 


GERBERICH-PAYNE SHOE CO. 


MOUNT JOY PENNSYLVANIA 








SEE LOIS FIRST 


FOR LOWEST PRICES 
On Shoes That Retail From $12.95 to $50.00 
at savings of 30-60% 


WOMEN’S NATIONALLY BRANDED FOOTWEAR 


(1f you ore outside franchise orecs) 


MOST MODERN SHOE JOBBING HOUSE IN AMERICA SOUTHWESTERN SHOE TRAVELERS ASS'N INC. 


PPSSA—Rooms 1636-37 
Hotel New Yorker 
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erbrowich sso msm (Ga WEES THE LARGEST REGIONAL SHOE FAIR 
OVER 600 LINES 
DISPLAYING IN THREE HOTELS 


Cancellation Shoe Stores ADOLPHUS, BAKER AND 
STATLER-HILTON 


Suite 709-710, Hotel Adolphus 


Dallas 2, Texas 


THE 
DALLAS FALL SHOE FAIR 


Write to 
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The semi-annual salesmen’s 
meeting will be held Saturday, 
April 29, with a buffet luncheon 
at 1 p.m. 


SE show opens April 30 


A smorgasbord and dance on May 
2 will be a feature of the South- 
eastern Shoe Travelers’ 17th fall 
showing, April 30-May 3 in At- 
lanta. Exhibits will be in the 
Dinkler Plaza, Henry Grady, Pied- 
mont and Peachtree-on-Peachtree 
Hotels. 


FINANCIAL 


Melville profits dipped 


in 1960; sales set mark 


Net earnings of Melville Shoe 
Corp. declined 4 per cent in 1960 
despite an all-time high in net 
sales. It was the third year in a 
row that net sales set a record. 

The company’s annual report 
said earnings totaled $5,976,620 
against $6,220,402 in 1959. On a 
per-share basis they dropped to 
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—Leather Soles, Thomas Heels, Long In- 
side Support Counter, Sturdy “X-Ray” 
Right and Left Stee! Shank, Fully Lined. 


ALWAYS IN-STOCK 
New! FULL COLOR CATALOG 


free on request! 








SEE US AT THE P.P.S.$.A. SHOE SHOW 
April 30 thru May 3rd in New York City 
HOTEL SHERATON-ATLANTIC 
ROOMS 579-581 
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$1.92 from $2. Net sales hier Shoe Corp. profits fell 
161,594,237 an increase of 6.5 ia. a : , 
be cent over .he $151,709,758 of in '60 despite sales gain 
1959. Despite a 7 per cent increase in 
Melville’s store sales amounted net sales, Shoe Corp. of America 
to $157,670,480 also a record showed a 10 per cent drop in net 
and an increase of 8.5 per cent profits for 1960. Earnings fell to 
over the 1959 figure of $145,279,- $2,500,586 (or $2 a common share) 
253. from $2,780,571 (or $2.23 per 
Ward Melville, board chairman, share) in 1959, according to the 
and Robert C. Erb, president, told annual report. 
shareholders that the slight de- Sales amounted to $126,672,053, 
cline in profits resulted from “an up from $118,232,256 in 1959. 
accelerated fall-off in consumer These figures do not include sales 
demand” in November and De- of non-consolidated subsidiaries, 
cember. They cited poor weather the A. S. Beck Shoe Corp. and a 
in the final weeks of last year. group of Canadian companies. 
At the end of 1960 Melville and 
its subsidiaries operated 1,156 
stores compared with 1,110 a year 


earlier. Of 79 new units opened Jt. Ktl-a-Paeds 


during the year, 43 were free- 
standing, roadside drive-in stores, aR. (and all other 
most of the rest were in shopping "61 Gedmen lines) 
centers. Now Melville plans “a NOW ON VIEW IN 
rapid expansion of leased depart- OUR PERMANENT DISPLAY 
ments throughout the discount 

SUITE 646 


industry,” the report noted. MARBRIDGE BUILDING 
34th & BROADWAY 


Melville operates the Thom sae Yoas Gee 
McAn, Jo ar : Miles 

004 hn Ward and Mile aaa shoe co. 
c §. 


don't miss out on good 


TEEN-AGE 
BUSINESS 


America’s teen age girls spend more 
money than most of us would like to 
admit! They're smart, sweet, sensible . . . 
shoppers! Are you getting your share of 
this lucrative market? 


Specifically—the young miss who requires 

supportive features in her footwear: these 

two, brand new additions to our IN-STOCK 

department provide you with the oppor- 

tunity to satisfy these “hard-to-please” 

teen-agers. Now ... you can offer slim, 

trim Goodyear welt construction, with up-to-the-minute styling, superb fit 
and traditional Altschul quality. And—they're fully lined, of course! Mother, 
too, will be delighted with Miss Teen's selection. 


So . . . don't pooh-pooh this rich market! Capture it now with these two 
proven sellers . . . available right now for the selling season ahead. 


Remember — you'll be glad you did! 


)uliue A(techul, Que, 


7 GRATTAN STREET + BROOKLYN 37. N 











CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 





MARKETING 
Shoe Corp. enters discount-store market 


Shoe Corp. of America has joined 
the trend toward leased depart- 
ments in discount stores. The Co- 
lumbus, O., company, a major op- 
erator of family shoe stores plus 
leased departments in traditional- 
type department steres, has set up 
a new division to operate leased de- 
partments in “better-grade discount 
department stores.” 

President Robert W. Schiff 
said the company had arranged 
with “one of the most successful 
and nationally known discount de- 
partment store chains” to establish 
shoe departments in its stores. Al- 
though Schiff did not identify the 
chain, he said two of the depart- 
ments would open this month, 
others later in the year. 

“Similar arrangements are being 
made with other reputable discount 
department store chains,” Schiff 
added. 

The new leased departments will 
carry complete lines for men, wo- 
men and children. Schiff said the 


company will maintain its regular 
standards of quality. 

Shoe Corp., which already op- 
erates more than 700 retail units in 
40 states and the District of Co- 
lumbia, is the third major chain 
organization to head into the dis- 
count-department field in recent 
weeks. Melville Shoe Corp. is leas- 
ing family shoe departments in 
self-service discount department 
stores. Butler’s Shoe Corp. has 
acquired J.T.S., Inc., an operator 
of leased departments in discount 
houses and mill outlets. 


Shoe price index rose 
slightly during February 


Higher prices of women’s play 
shoes, plus smaller increases on 
other types, pushed the govern- 
ment’s footwear price index up 
from 140.3 in January to 140.9 in 
February (1947-1949 equals 100). 


This is an increase of 0.4 per 


cent from January to February, 
and a rise of 0.4 per cent from 
November 1960 to February 1961. 

The U. S. Bureau of Labor Sta- 
tistics says the higher prices of 
women’s play shoes were brought 
about by the introduction of new 
styles at higher prices. The higher 
prices were recorded mostly in 
large cities. 


Advice to independents: 
expand your operations 


Independent retailers got some 
brief and straight-from-the-shoul- 
der advice the other day from the 
Independent Shoemen organiza- 
tion: 

“Expand!” 

I.S. says independents must ex- 
pand their operations within their 
own market area if they hope to 
compete with the volume chains 
and department stores. The vol- 
ume sellers now threaten to move 
into market areas once considered 
as belonging to the independent. 
L.S. points out. 

“The shoe chains are going after 
consumers even in the smallest com- 





IN STOCK 
STACKED HEELS 


Sizes 4 to 11—Widths AAAA to D 


RETAIL ABOUT 10.95 TO 12.95 


British Classics, Inc. 
146 DUANE STREET, NEW YORK 13, N. Y. 
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Better shoes through better 


e e 
shoe moteriols by 


BONDED FIBERS, Inc. 


in the shoe industry today. Result: A constant 
flow of new and improved innersole materials 
for every process in every price range. That’s 
why more and more shoe men 
abroad—are specifying Bontex for the shoes 
they make or sell. 


both here and 


BUENA VISTA, VIRGINIA 
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munities,” claims the latest issue 
of LS.’ “Operational Know-How” 
series, titled “Four Positive Meth- 
ods of Expansion.” The booklet 
explains, “The chains have found 
it takes only a few minutes to reach 
a highway store within a radius of 
15 miles or more. The independent 
can no longer depend on distance 
to discourage his customers from 
doing their shoe shopping out of 
town.” 

Frank T. Underhill, executive di- 
rector of I.S., urges independents 
to explore four “likely” areas of 
expansion: free-standing highway 
stores; leased departments in smal- 
ler apparel, specialty or dry goods 
variety stores; additional stores in 
the same or neighboring towns, and 
expanded coverage in present loca- 
tions. 

Each of these four, Underhill 
says, is still “wide open to the in- 
dependent, unlike large shopping 
centers which prefer firms with big 
credit ratings.” The first two of 
the four, he adds, are “probably 
most promising for expansion by 
the independent in the next five 
years.” 


PROMOTION 


Mother’s Day: $1 billion 
market for U. S. retailers 


More than $1 billion in Mother's 
Day gifts will be purchased this 
year, the National Committee on 
the Observance of Mother's Day 
claims. 

Mother’s Day is Sunday, May 14. 
Because Easter came earlier this 
year than last, while Mother’s Day 
is a week later, retailers—including 
shoemen—can enjoy a longer selling 
season, the committee says. 

In many cities the May obser- 
vance has emerged from just a gift- 
giving event to one of local civic in- 
terest and participation. There are 
contests to pick the outstanding 
local mother; flower shows and 
fashion shows; luncheons, teas and 
parties. 

The Nationa! Committee urges 
retailers to start their Mother’s Day 
promotions four weeks before the 
day—or about April 17. Display 
and promotion material can be 
bought from the committee, at 129 
West 30th St., New York 1. 
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NSI gets the money for 
an expanded program 


The industry has contributed 
sufficient funds to permit the Na- 
tional Shoe Institute to carry out 
virtually every step of an en- 
larged industry-wide promotion 
program. 

David Herrmann, chairman of 
the NSI board of trustees, said, 
“Voluntary contributions from 
every segment of the industry 
have been most gratifying. Al- 


For complete 
information on the 
NAVIGATORS line, 

see Eric Metzger 
at the P.P.S.S.A., 
May 1-5, 
Hotel New Yorker 
Rms. 1229-30-31 


—or write us. 


most all the major manufacturers 
have made maximum contributions. 
So have the chains.” In addition, 
he said, hundreds of retailers 
have sent in funds after hearing 
a report on the results of NSI 
activities and the program for 
the future. 

Now additional funds are being 
solicited so that NSI can attain a 
second goal. This money would 
be used for live television of shoe 
news, color photography and re- 
gional promotional activities. 





What will women wear in 2011? Seven leading designers take a look 


As port of its 50th anniversary observance, A. S. Beck Shoe Corp 
asked seven top designers to peer 50 years into footweor's future. 
Here ore the shoe styles of the yeor 20/1, as the seven foresaw 
them. Left to right: (1) evening pump of jeweled blue tricot 
over deep purple sctin, with crystal heel, by Ceil Chapman: 
(2) velvet and peau de soie green leaf sandal by Donna Doherty: 
(3) blue felt space boot with spring-action heel, by Lee Evans 
of Mr. Mort, who created various heels for “different atmos- 
pheres”: (4) gold mesh and block lacquered patent style with 


ORGANIZATIONS 


Chain store group initiates insurance program The 


The National Assn. of Shoe onto, is the underwriter. The as- 


Chain Stores, New York, has set 
up a new group insurance pro- the plan were 
gram for its member companies. members 
The plan offers life insurance 
coverage up to $100,000 and major 


medical benefits 


Crown Life Insurance e Co., Tor- 


“i ' an S7 “ y 


cl we sD 


if i 


James H. Childs, Jr. (left), of Keystone Shoe Stores, Inc., Pittsburgh, hands initial premium 
check to Joseph F. Meehan, Boston, district group supervisor for Crown Life Insurance Co., 
es new NASCS group insurance program gets under way. With them are (seated) Louis 
Fried, Notional Shoes, Inc., New York, and Morton B. Weiss, Triangle Shoe Co., Inc. 
Kingston, Pa., and (stonding) |. D. Shapiro, Butler's Shoe Corp., Atlanta, and Edward N 
Atkins, executive vice-president of NASCS. Childs, Fried, Weiss and Shapiro are trustees wigs 


of the association's insurance trust fund. 


(44 


sociation said brochures outlining 
being mailed to 


James H. Childs, 
stone Shoe Stores, 
burgh, is chairman of the NASCS 
insurance committee John A. Puelicher on “The Eco 


A 


wedge-type heel into which jeweled watch is set, by Mr. John; (5) 
gold kid evening shoe with silver sole and “thinnest heel yet"— 
o steel spike with no tip—by Belle Sounders of Abe Schrader 
Corp.; (6) orange-gold velvet slipper with heel shaped from 
two spheres of foam rubbber, by Pembroke Squires of Cabane 
Beachweor; and (7) silver sandal with transistor in the crystal 
boll on the thong, by Seymour Thompson. Beck also disployed 
shoes of 1911 and spring-summer 1961 ot its “Century of Shoe 
Fashions” presentation in New Yort 


NSRA workshop set for 
April 25 in Milwaukee 


Nationa! Shoe _ Retailers 


Assn. will sponsor a Regional Re 
tailer Conference April 25 at the 
Wisconsin Club, Milwaukee, as part 
of a continuing series of meetings 
aimed at improved store opera 
Jr.. of Key- tions 

Inc., Pitts- Following a luncheon, retailers 


will hear a talk by bank executive 


Outlook for Shoe 
Retailing,” and a fashion evalua 
tion of fall-winter apparel and shoes 
by Thelma Hennessey, NSRA fash- 
ion director. Norman C. Allhiser, 

»e director of the University of Wis 
consin’s Management Institute, wil 

f discuss modern techniques for bet 


nomic Climate 


ter performance by salespeople 
Lester D. Hafemeister, advertis- 
ing manager of Weyenberg Shoe 
Manufacturing Co., will discuss ef 
fective retail advertising and pro 
motion. Finally, a panel discussion 
will cover the accelerated tempo of 
shoe buying and merchandising 


Buffalo officers installed 


Adolph Jasinski has been in- 
stalled as president of the Greater 
Buffalo Shoe Retailers Assn. Other 
officers inducted by past President 
Jerry Battaglia were: vice-presi- 
dent, Lee Seidel; secretary, John 
Mueller, and treasurer, Ben- 
jamin Etkin. 
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MANAGEMENT 


Lester Fallon retiring 
as head of Thom McAn 


Lester R. Fallon is retiring this 
month as president of Thom McAn 
Shoe Co. and a vice-president of 
its parent company, Melville Shoe 
Corp., New York. 

Fallon joined 
the Melville or- 
ganization in 
1928 at the age 
of 32. He appren- 
ticed as a sales- 
man in the com- 
pany’s John Ward 
and Rival stores 
before moving to 
headquarters as 
a junior in mer- 
chandising man- 
agement. Later he rose through 
the Thom McAn ranks to become 
vice-president in 1945, executive 
vice-president in 1949. 

As president of Thom McAn 
since 1956, he has supervised the 
growth of the chain to the present 
881 units. 


LESTER FALLON 


TRANSACTIONS 


Cannon adds 85 units by 
acquiring Miller-Jones 

Cannon Shoe Co., Baltimore- 
headquartered chain, has acquired 
the Miller-Jones chain from Fulton 
Industries, Inc., Columbus, O., for 
an undisclosed price. 

Daniel J. Bryan, president of 
Cannon, said the transaction gives 
his company heavier representation 
in the Middle West. Although only 
two more states, Tennessee and In- 
diana, are being added to Cannon's 
previous coverage, its retail outlets 
increase from 114 to 199. 

For both the Cannon and Miller- 
Jones groups, merchandising poli- 
cies and price emphasis are un- 
changed. The Miller-Jones stores 
will be operated under the Miller- 
Jones division of Cannon Shoe, with 
their store name also unchanged. A 
number of Miller-Jones executives 
will continue with the company. 

The Milier-Jones chain was 
owned by the H. C. Godman Co., 
Columbus manufacturer, until a 
year ago. At that time Godman’s 
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manufacturing operations were ac- 
quired by a new firm, the Godman 
Shoe Co., and the H. C. Godman 
firm—renamed Fulton Industries- 
retained ownership of the chain. 

- * . 

The Foot-so-Port franchise in 
Lima, O., has been acquired by 
A. K. Shellenberger, owner of 
Shellenbergers Juvenile Shoes in 
Lima, from L. L. Remley. Mr. 
Shellenberger plans to consolidate 
the Foot-so-Port business with his 
present operation. He was once a 
partner in Highland Shoe Co., a 


the sole 


Pennsylvania shoe manufacturer- 
wholesaler. 
+ - . 

Buster Brown Shoe Store in 
Cranford, N. J., has been acquired 
by Jerry Gordon, a former shoe 
buyer for Levy Bros., Elizabeth, 
N. J., and Bamberger’s, Newark. 

om ” * 

Fairtrace Shoe Store in Ports- 
mouth, O., has been bought by Mr. 
and Mrs. Vaughn Grimshaw from 
Mr. and Mrs. Paul Adams. The 
store carries shoes for men, wo- 
men and children. 


idea of a smart independent 


This neighborhood retailer is always on 
the alert for extra selling features that 
help him compete successfully with chain 
outlets on the same block. The manufac- 
turer of his top men’s line recommended 
grading-up on the real strength of a shoe 
... the sole. They decided to use the finest 
genuine leather bottoms obtainable. 
VOTAN branded soles were chosen. Now, 
each of the five salesmen in this shoe store 
regularly points to the shoe sole as he fits 
the customer; tells of its longer-lasting 
quality; its superior water-resistance, and 
firm traction on wet surfaces. 

Grading-up with this super sole leather 
is the help which independent retailers 


need. 


VIRGINIA OAK TANNERY, 


OTAN 


THE SUPER 
LEATHER SOLE 


INC. 


27 SPRUCE STREET, NEW YORK 38, N. Y. 


Tannery: Luray, Va. 





"FIRST FOR QUALITY— 
fit—style leadership © RETAIL EXPANSION 


Edison Brothers Stores, Inc., 
; f b f has entered the Boston market 
$IZeS Or OyS 0 all ages | for the first time with a Baker's 
: | unit at 13-15 Winter St. The com- 

Look to Brooks for “young” ideas in shoes for active | pany will open another store 
boys —- with sturdy eee mate Spr ed a shopping center unit—in the 
represent OUTSTANDING | Boston suburb of Saugus, Mass., 
VALUES with EXTRA | /” the fall. Boston is one of 12 
MARK-UP for EXTRA | communities where Edison Bros. 
PROFIT! Many styles have | Will be represented for the first 
size runs 1-3; 344-7; 714-9, time in 1961. The others are Al- 
with widths A through E, to buquerque, N. M.; Amarillo, Abi- 
retail at $6.95 to $8.95. lene and Gainesville, Tex.; Hunts- 
See the amazing new FLEX-LITE shoes | ville, Ala.; Daytona Beach, Gaines- 
LIGHTWEIGHT — FLEXIBLE — STURDY | ville and St. Petersburg, Fla.; Ann 
<BN “ ' Arbor, Mich.; Camden, N. J., and 

EXPLORER : ; SHo Ponce, Puerto Rico. 


# 4375—Natu- “Sag y, , ain ae 
ral glove leather, ~ SS” ” : ; Stuart Brooks-Arthur Kent Red 


cord seam moc, 2 . : re 9 stores i 

moulded white foam design Ne : Cross Shoes _ re Ms sone a with 
wedge sole, Walker iast. IN-STOCK B, C, D, 3-7, . “ pre-Easter opening at 781 Lex- 
to retail profitably at $7.95. _— . ington Ave., in a fashionable area 


‘ 8 5 of New York’s east side. Aaron 
Write today for FREE IN-STOCK catalog! Brown, president, said the new 
store distributed free carry-alls 

THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO WR LB aa 


with each 
“World's largest independent manufacturer of boys’ welt shoes” the grand opening 


The Kitty Kelly chain's new unit 
in Paterson, N. J., is one of the 


first shoe stores to use a combina- 
tion of mercury-vapor and incan- 
descent lighting for its windows 
Although mercury - vapor lighting 


reportedly offers advantages of 


lower installation cost and cheaper 
maintenance, it was not used for 
the be- 


window lighting in past 


cause it produced an _ off-color 
LEATHERS lighting effect. A relatively recent 

development of color -corrected 
For dependability and uniformity bulbs, however, is said to eliminate 
in side leathers — grains and this problem. 
smooth dress — workshoe in retan, “re 
aniline and glove, and athletic 
goods leathers — the HORWEEN Triangle Shoe Co., Inc., operator 
of a 107-store chain in Pennsylva- 


nia, New Jersey, New York, Con- 
necticut, North Carolina and Ohio, 


line is unsurpassed. 

With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally 
deserve your consideration. 





THE 


CLIMC 


: / SHOE 
HORWEEN LEATHER COMPANY iniieciuatmaaas 


2015 ELSTON AVENUE | ° CHICAGO 14, ILLINOIS THE CLINIC SHOEMAKERS, Division of 
NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET THE JUVENILE SHOE CORPORATION 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET OF AMERICA « AURORA, MO. 
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will move into the Philadelphia 
area for the first time. The com- 
pany has leased a one-story struc- 
ture to be erected in the Andorra 
Shopping Center on the northwest- 
ern edge of the city. 

. . o 

Lloyd’s of Wichita, Kan., will 
give up a Main Street location by 
May 1 in order to double its floor 
space. The new store will have two 
floors, with women’s and men’s 
lines on the ground floor and chil- 
dren’s, teenagers’ and casual shoes 
upstairs. Lloyd R. Bump is presi- 
dent and Ray Groenwald is man- 
ager. 

- oe . 

Yonkers’ downtown department 
store in Des Moines, Iowa, has 
combined its three second-floor 
shoe shops into a “World of Shoes” 
with enlarged floor space and mod- 
ern fixtures. Salon shoes, a Red 
Cross shop and a casual shop make 
up the new “World,” with a total 
of 17 brands. Ben Peck, vice-presi- 
dent of Wohl Shoe Co., and Ken 
Adams, divisional merchandise 
manager (Wohl operates the de- 
partment), were on hand for the 


Lu Fn 


the shoe with the magi 


opening. E. F. Gmiter is buyer- 
manager of the combined depart- 
ment. 
. o a 

The Campus Booterie, decorated 
as a salon-type store, has opened in 
Norman, Okla., on the University of 
Oklahoma campus. It’s the second 
Norman store for owner Jack H. 
Zoblotsky, and he plans a third—a 
family-type operation—later. Ray- 
mond Terry manages the new 
store, and Roland Kruis has taken 
over managership of the down- 
town Booterie. 

. . o 

Barnett’s Shoes, a California 
family-type chain, opened new 
stores in shopping centers at 
Buena Park, El] Monte and Culver 
City, in the southern part of the 
state. Others are scheduled for fall 
openings in Ontario and Fontana, 
Calif. In addition the chain has 
been expanding in the San Fran- 
cisco Bay area by adding stores in 
downtown Oakland, E] Cerrito and 
San Leandro. Robert Goldberg, 
executive vice-president, said the 
chain will have 13 units when this 
expansion program is completed. 


TWO FAST- SELLING 
STYLES TO BUILD 
YOUR PROFITS 


Here's fit...style... comfort 


J 
j 


at prices to make you money! 


You need this style to boost spring-summer 
sales! Smart bone calf and bone Martini Ny- 
lon mesh, open toe, 14/8 Cuban heel, rubber 
top lift, 50 last. Sized AAA, 7-10; AA, 6-10; 
A, 6%-10; B, 4%-10; C, 6-10, all IN-STOCK. 
A solid value at $6.35, to retail at $10.95 


with long mark-up! 


PADGENT 








Jump into a 
Better Profit Picture 
with 


GODING 


Kangaroo 
, Boots 


——<S~ 

These authentic western boots 
are as soft as a glove, light as a 
Stetson, and as tough and du- 
rable as an unbroken mustang 
because they are made of the 
toughest, softest, lightest leather 
in the world — genuine imported 
Kangaroo leather. 


The model above, the Goding 
Campaigner, has the needle 
pointed toe, shallow scalloped 
tops and walking heels your 
customers want in a boot. And 
best of all, you can offer it at 
popular prices, with a full mark- 
up, something that is almost un- 
heard of in a genuine Kangaroo 
boot. 


Write today for a 
full color catalogue of the 


Unexcelled comfort and fit! Black elas- entire Goding line. 


ticized calf, 14/8 Cuban heel, rubber 
top lift, 47 last. Sized AAA, 7-10; AA, 
7-11; A, 7-11; B, 5-11; C, 6-11; D, 6-11, . 


all IN-STOCK. Here’s sure profit at 
$6.50, to retail at $10.95 with long 


mark-up! 
INC. 
PARIS, ILLINOIS 


#376T 
TRANSIT 


Write for IN-STOCK catalog! 
73 Years of Fine Shoe Craftsmanship” 


The P. HAGERTY SHOE CO. 
WASHINGTON C. H., OHIO 
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MANUFACTURING NEWS 





House probe promised on effect of imports 


Shoe manufacturers have 
provided Congress with 
new evidence of the import 
threat. They were told that 
public hearings will begin 
shortly. 


The shoe industry has given the 
UL. S. Congress a grim, first-hand 
report on imports. The need for 
a law to slow the rising tide of im- 
ports was summed up in one sen- 
tence by A. W. Berkowitz: 

“Give us a relief before we are 
a dead industry.” 

Berkowitz is chairman of the 
Committee on Imports of the Na- 
tional Shoe Manufacturers Assn. 
and president of the Songo Shoe 
Manufacturing Corp., Portland, 
Me. 


73% increase—Shoemen present- 
ed some startling statistics on im- 
ports to the visiting members of 
Congress during a luncheon and 
footwear display at Washington's 
Congressional Hotel: More than 
26 million pairs of leather foot- 
wear and more than 94 million 
pairs of rubber and canvas foot- 
wear were imported in 1960. The 
combined increase over 1959 
amounted to 73.4 per cent. 


It’s not @ Hanover shoe, it's a low-priced 
Japanese copy. Rep. Thomos E. Morgan 
(Dem., Pa.) learns from Archie Mudge 
(right), vice-president of The Hanover Shoe, 
Inc., Hanover, Pa., that many imports ore 
surprisingly well made despite low prices. 
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Percy N. Burton, president of 
both NSMA and Craddock-Terry 
Shoe Corp., Lynchburg, Va., told 
the meeting: “It is difficult to 
watch an industry or business 
suffer from competition that works 
with a set of rules and standards 
below our own. Recent inroads by 
foreign competition into the U. S. 
footwear market have been made 
on this basis.” 


Investigation is slated The 
Washington meeting produced tan- 
gible results. Rep. John H. Dent 
(Dem., Pa.) said he plans to con- 
duct an investigation of the effect 
of imports on U. S. industries, in- 
cluding footwear. Public hearings 
will be held in key cities. One 
hearing is to be held in Hong 
Kong, Dent promised. 

“We want to find out first-hand 
just what these foreign producers 
are doing that permits them to 
land shoes in the United States at 
ridiculously low prices,” the con- 
gressman told the Boot AND SHOE 
Recorper. “After the hearings are 
over, I expect to push legislation 
that will slow down these enormous 
imports that are costing us mil- 
lions in lost wages.” 


“Something must be done” 
tep. Dent says he expects to open 


Price tags tell the story of the import 
threat—and Roy St. Jean (left), market- 
ing director of Brown Shoe Co., St. Louis, 
explains the low, low price tags on imported 
slipons to Rep. Tom Murray (Dem., Tenn.) 
ot NSMA-sponsored Washington meeting. 


Despite these smiles, the Japanese-mode 
oxford shown is blamed for o loss of jobs 
in the Altoona, Pa. areo. Arthur Bobbe 
(left), of the Vincent Horwitz Co. Inc. 
Altoona, tells his story to Rep. James E 
Von Zandt (Rep., Po.) Iver M. Olson 
{right}, NSMA director of marketing and 
research, is on interested listener 


his hearings on imports in May 
Acting as chairman of a House 
Labor subcommittee on imports, he 
has hired his counsel, Starley Metz- 
ger, and has instructed him to start 
assembling material on the import 
problem. 

“Something must be done to cor- 
rect this import situation, or we 
shall lose our industries, one by 
one,” Rep. “The 
reciprocal trade law is obsolete. We 
must recognize that and we must 
take steps to write a new foreign 


Dent predicted 


trade law that is in step with the 
times.” 


Display 
NSMA 
gressmen’s attention to a display 
of nearly five dozen pairs of im- 
ported shoes, all marked with retail 
prices as displayed in the U. S., plus 
the retail price of comparable mer 
chandise manufactured in the U. S 
The differences in the price tags 
were of course great. 

About 60 members of the Senate 
and House found time to examine 
the NSMA display during the two- 
day meeting. They were greeted by 
NSMA members, who 
hosts. 

The U 


compares prices 
members called the con- 


acted as 
S. Commerce Department 
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was represented by J. G. Schnitzer, 
director of the Leather, Shoes and 
Allied Products division. 





Statistics reveal 
imports’ impact 


At its Washington Conference 
on Imports, NSMA called atten- 
tion to dramatic statistics show- 
ing the rapid rise of imports in 
recent years: 


U. S. foreign trade in 
non-rubber footwear: 
1900-1960 comparison 


IMPORTS EXPORTS 
Million Million Million Million 
Year pairs dollars pairs 


1a 26 6 HN 
1a 61 9 
IMO 2.8 12 
1930 57 1! 
1020 ‘ 
io10° 2 
i900" 05 1 
* Imports are estimated. Until 1912, boots 
and shoes were imported under “Miscellaneous 
Leather Manufactures’. 
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1951-60 comparison 
IMPORTS EXPORTS 
Million Million 


Million Million 
dollars pairs dollars 


Year pairs 


wa 26.6 53.3 
aye 22.3 “44 
1958 23.6 32.9 
1u57 10.9 22 
1956 98 18.5 
1955 7 13.5 
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Per cent change, 


1900/1951 +303, +385°; 24% 2% 


Some segments of the footwear 
industry, NSMA said, are hurt 


more than others by imports. 
The following table shows how: 


Imports as °%/, of U.S. leather 
footwear production 


1954 


Women's and misses’ 

cements y 
Women’s and misses’ 

cements under $6.00 4°, 
Men's, youth's and 

boys’ cements 
Skating boots 04°, 
Track shoes 3% 
Little league baseball 
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FOREIGN TRADE 


Japanese market is small but likely to grow 
—and Britain too offers export possibilities 


Japan offers little or no market 
for American-made shoes at pres- 
ent, but an easing of import con- 
trols in that country is expected 
to open the way for increased ex- 
ports from the U. S. to Japan. 

A “gradual liberalization” of 
Japanese import controls is now 
in the making, according to J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products divi- 
sion in the U. S. Department of 
Commerce. 

“Many Japanese prefer 
ern-style shoes, and would un- 
doubtedly purchase them if they 
were readily available,” Schnitzer 
says. 


west- 


Imports are small—U. S. ex- 
ports of non-rubber footwear to 
Japan totaled 1,428 pairs in the 
first half of 1960. Total imports 
by Japan, including those from 
the U. S., the United Kingdom, 
Italy, Hong Kong and France, to- 
taled only 5,736 pairs. 

Schnitzer points out that it is 
difficult to get official statistics on 
Japanese production of footwear. 
He did succeed, however, in learn- 
ing: 

© Of the 1,600 establishments 
producing leather or part-leather 
footwear, 70 per cent employ three 
or fewer workers. Between 10,000 
and 15,000 retailers also turn out 
custom-made shoes. 

® The Japan Machine-Made 
Leather Shoe Manufacturers 
Assn. in Tokyo has 19 principal 
producers as members, all of 
whom have adequate modern ma- 
chinery. Some of the other pro- 
ducers use machinery in only part 
of their operation. 

® Hand labor is used in much 
of the total shoe production. 


Exportable surplus — Estimated 
shoe production in plants employ- 
ing five or more workers in 1960 
totaled 6.7 million pairs of leather 
shoes and 53 million pairs of plas- 
tic shoes. 


Consumption for the year was 
estimated at 6 million pairs of 
leather shoes and 39 million pairs 
of plastic shoes. Previous figures 
are much higher, indicating that 
Japan has an exportable surplus 
in both leather and plastic shoes. 

8 


Britain likes our size range 


Because U. S. shoe manufactur- 
ers offer a much wider range of 
sizes than do British manufactur- 
ers, there are some opportunities 
for U. S. sales in Britain, accord- 
ing to the U. S. Commerce Depart- 
ment. In addition there is a cer- 
tain demand there for U. S. high- 
fashion women’s shoes in a wide 
size range. 

Italian shoes are attractive to 
3ritish consumers because of sty!- 
ing, soft leather, and low prices. 
The decrease in leather shoe im- 
ports from the U. S. in 1959 was 
caused by prices and styles. 

U. S. shipments to Britain are 
much smaller than in the years 
prior to World War II. In 1959, 
U. S. exports to Britain totaled 
only 70,961 pairs. But this total 
jumped to 149,416 pairs in 1960. 

The British consumed 147.5 mil- 
lion pairs of non-rubber shoes in 
1959 and about 157 million pairs 
in 1960. 

* 


No export market in lreland 

Chances for U. S. shoes to gain 
a foothold in the Irish market are 
nil. The U. S. Department of Com- 
merce says in a new report that 
only 240 pairs of U. S. shoes were 
imported into Ireland in 1960, and 
chances of increasing sales are 
“unlikely.” 

Ireland limits imports to 125.- 
000 pairs a year, and British shoes 
get preferential tariff treatment. 
Italy is the second-ranking sup- 
plier. 

Annual production was 5,780,- 
000 pairs in 1960. Consumption 
was about 5 million pairs. The 
surplus is exported. 





Italian exports increase 
but average value drops 


Exports of shoes from Italy rose 
substantially in the first 10 months 
of 1960, according to figures made 
public recently in Washington. 
Germany edged out the United 
States as the biggest customer. Ex- 
ports to Sweden gained markedly. 

Overall footwear exports in the 
10-month period were 62 per cent 
greater than in the same months of 
1959. 

Italy shipped 5,643,082 pairs of 
leather shoes to the U. S. in Janu- 
ary-October 1960 compared with 4,- 
348,293 pairs in all of 1959. Total 
Italian leather shoe exports in the 
10 months amounted to 23,612,073 
pairs against 17,583,481 pairs in all 
of 1959. 

The average value of exports is 
still decreasing. In 1956 a pair of 
exported shoes had a value of $4.64. 
In the first 10 months of 1960 the 
average value had fallen to $3.57. 
Industry sources in Italy say this 
drop is due to the decline in export 
shipments of high-quality, high- 
priced shoes. 


Write for illustrated material 
THONET INDUSTRIES INC. 
One Park Ave., New York 16. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miami, 
Atianta, Statesville, N. C., 
Paris, France. 


MARKETING 


NRMA’s Helfant urges 
a more dynamic industry 


The shoe industry must become 
more dynamic to attract a bigger 
share of the consumer dollar, retail- 
ing authority Seymour Helfant 
says. 

While the na- 
tion’s population 
has been growing, 
shoe consumption 
has been lagging, 
Helfant told an 
annual confer- 
ence of Endicott 
Johnson Corp.'s 
eastern region in- 
stock salesmen at 
Endicott, N. Y. 
During World 
War II, he pointed out, Americans 
were allowed ration stamps for 
three pairs a year. In 1960, per 
capita consumption was no higher 
than 3.3 pairs. 

Helfant, manager of the Smaller 
Stores division of the National Re- 
tail Merchants Assn. and author of 
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FURNITURE FOR 


sales training articles in BOOT AND 
SHOE RECORDER, said the public 
must be shown how important shoes 
are. And retailers, he added, must 
know more about their product and 
how it is manufactured in order to 
properly help the consumer select 
his shoes. 

Helfant said 
tives, in turn, should be able to 
counsel retailers about merchandis- 
ing, advertising, traffic and other 
aspects of shoe selling. They should 
help the merchant select those shoes 
that he can sell at a profit. 


sales representa- 


Safety First distribution 
organization licensed 


Genesco, Inc., has licensed shoe 
manufacturer Frank Griswold to 
distribute the Safety First line of 
industrial service shoes. His or- 
Safety First 


headquartered at 


ganization, named 
Shoes, Inc., is 
Holliston, Mass. 
Genesco's president, Ben H. Will- 
ingham, said in Nashville, “We will 
continue to manufacture the shoes 
at several of our plants.” 
Griswold was formerly vice-pres- 


PUBLIC USE 
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ident and general manager of Le- 
high Safety Shoe Co., Emmaus, 
Pa. He said his new company will 
market a complete line of protec- 
tive footwear for men and women. 
Warehouses will be maintained at 
Holliston, Baltimore and Chicago. 
Griswold also announced plans to 
add more mobile facilities to those 
now operating. 


A. Sandler Co. sets up 
separate sports division 


A. Sandler Co., Boston, has 
adopted a new divisional plan to 
give greater specialization and per- 
mit expansion. 


Max Mayer has given up his 


MAX MAYER SIDNEY SANDLER 


duties with the Miss Sandler chil- 
dren’s line to concentrate on ex- 
panding the company’s ski boot line 
into a new, active sports division. 
In addition to ski boots, the firm 
plans to develop footwear for golf, 
bowling, skating and other special- 
ized fields, according to President 
Samuel Sandler. 
Meanwhile, Sidney Sandler will 
supervise the complete specializa- 
tion of the Miss Sandler line. 
Samuel Sandler said the growth 
of the Miss Sandler line and the 
expanding market for 
sports footwear made the separa- 
tion of the two departments im- 
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Bristol adds warehouse 


Bristol Manufacturing Corp., 
Bristol, R. I., manufacturer of 
fabric and waterproof footwear, 
has opened a warehouse on the 
West Coast. William Hallam, Bris- 
tol’s sales manager, said the new 
facility will speed deliveries to cus- 
tomers throughout the western 
states. Supervising the warehouse 
operation will be Bob Smolen, West 
Coast representative. 


Even your 
newest clerk 


can take these 


Minneapolis showroom 


The House of Crosby Square has 
opened a permanent sample room 
in Minneapolis’ Upper Midwest 
Bldg. Charles Utterback, sales rep- 
resentative for northern Wiscon- 
sin, Minnesota and North and 
South Dakota, will have headquar- 
ters there. This is the company’s 
third sample room. Others are at 
the Milwaukee plant and in the 
Marbridge Bldg., New York. 


2 steps that 


increase profits! 


Just “dial” price-marking information— 
and then “turn out” the labels 


So easy to affix pressure-sensitive 
labels in clerk's spare moments 


Monarch Price-Marking builds profits 
because: Accurate price and selling 
information creates customer con- 
fidence . . . increases impulse sales 
. . and makes sure each sale is at 
correct price. 
So easy to use Monarch Model 20 
'Dial-A-Pricer’’: Just ‘‘dial’’ price- 


marking information. No type to set or 

stamps to misplace. Ideal for varied lines or 

limited quantities. Price-marks retail price, plus 

other stock or selling information on pressure sensitive 
Senso Labels, Gummed Labels, and String Tags. 


The MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 


BSR 46! 


jl am interested in a Monarch Model 20 Dial-A-Pricer price- 
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NEW LINES 


New children’s line by 


Brown retails under $5 


Brown Shoe Co., St. Louis, has 
introduced a new compact line of 
children’s shoes named Jolly 
Stride. The line retails under $5 
and includes patterns and sizes in 
boys’ and girls’ service and dress 
shoes as well as infants’ shoes. 

Jolly Stride footwear will be 
handled on an instock basis in 


widths B, C and D. Sizes will 
range from 2 to 8; 8% to 12; and 
12% through 3. 

Robert Yewell, general manager 
of Robin Hood division, said the 
line will be nationally advertised. 
Advertising and promotional! mate- 
rial will be available to retailers. 

“Jolly Stride shoes will give in- 
dependent retailers, department 
stores and juvenile shoe mer- 
chants a quality line of children’s 
shoes in the important market un- 
der $5 retail,” Yewell said. 
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"No more slippers, Fido! 


Not for Fido’s master...he just discovered shoes that stay 
comfortable because they are made with Farberized Insoles and 


Welting. 


Farberizing coats each leather fiber with a special compound of 
fats and oils to protect against the damaging effects of heat, sweat 
and moisture. As a result, Farberized Insoles and Welting resist 


shrinking, cracking, curling. 


Farberizing gives you more for your money. 


Fu 


INSOLES AND WELTING 


60 FREM 
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Majorette-cheerleader 


market is Brogan target 


A burgeoning specialty market— 
cheerleaders and baton twirlers 
are the target of a new line in- 
troduced by Brogan Footwear, Inc., 
Los Angeles. The Broganettes line 
includes flats, oxfords and wide- 
cuffed boots of the types normally 
worn at high school football games 
and other activities. 

The shoes will carry the endorse- 
ment of the National Cheerleaders 
Assn., a commercial organization 
which conducts baton twirling and 
cheerleading clinics at schools. 


Bass markets yacht shoe 


G. H. Bass & Co., Wilton, Me., 
has announced its entry into the 
yacht shoe field with the Weejun 
Mariner. It is a true moccasin 


The Weejun Mariner 


made of soft, washable white elk 
leather on a “boater” 
The sole is designed to grip wet 
or slanting decks, and the heel 
gives sure-footing on ladders or 
companionways. Retail 
approximately $18.95. 


sole. 


price is 


Featherweight reptiles 


M. Cohen & Sons Shoe Co., Inc.., 
Long Island City, N. Y., manu- 
facturer of the Shenanigans brand, 
has introduced a line of genuine 
reptiles featuring a new feather- 
weight construction. The line 
premiered at the St. Louis show. 





EVERETT & co. 
166 Valley $¢., Providence, ®. |. 


Qeone 
“How to Dye Fabric Shoes” 
BARRON 


Boot and Shoe Recorder 





PRODUCTION 


NAFMC lists children’s 
cement session topics 


Children’s cement shoe factory 
management men will take up a 
variety of shoemaking problems on 
a department-by-department basis 
at the North American Factory 
Management Conference in Cincin- 
nati, April 19-23. 

Heading the children’s cement 
shoe sessions are Mervin Souder, 
Savage Shoes, Ltd., group leader; 
L. J. Knoll, Humberstone Co. Ltd., 
Angelo Sariego, Northern Shoe Co.; 
and Norbert Compte, Trimfoot Co. 

In connection with the cutting 
department, two important topics 
scheduled for discussion are in- 
plant procedures in sorting leather, 
and the use of Hytronic clickers. 

Fitting department topics will 
include an analysis of conveyors; 
application of doublers in children’s 
patent leather cementing 
methods used to combine faille 
linings to patent leather shoes to 
eliminate piping of leather; and 
applications of French binder on 
misses’ patent pumps. 

Discussions of lasting room prob- 
lems will include the use of con- 
veyors in the lasting department; 
box toe applications on patent 
leather shoes; mulling of patent 
leather shoes, and toe lasting. 

Packing department topics will 
include patent leather repair and 
the use of sanding machines and 
hand methods for repairing. 

* 


Delegates to preview Du Pont 
upper material at three sessions 


Delegates to the North American 
Factory Management Conference 
will hear “the facts to date” about 
the Du Pont Co.’s new shoe upper 
material. 

William E. Kreuer, director of 
sales, and Charles Lynch, manager 
of the Footwear and Accessories 
division of Du Pont, will discuss 
the material at the men’s session on 
Thursday, April 20; the women’s 
session on Friday, April 21, and 
the children’s session on Saturday, 
April 22. 

At each of these meetings an ex- 
tensive exhibit of men’s, women’s 
and children’s shoes made with the 
new material will be available for 
close study. 


shoes; 
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Packing and shipping problems 
subject of April 23 session 

A special session on packing and 
shipping problems will be a feature 
of the North American Factory 
Management Conference. Open to 
all delegates, it will be held on the 
afternoon of Sunday, April 23. 

Six shoe factory executives will 
form a panel at the session, which 
is formally titled “From Packing 
to Shipping Platform A Con- 
sideration of the Problems of 
Checking In, Warehousing, Order 
Picking and Shipping the Product.” 


A question period will be included. 
Panel moderator will be Peter 
Solomon of the Joseph M. Herman 
Shoe Co. 
* 


Banquet to hear ‘Mr. Canada’ 


John Fisher, prominent Canadian 
lecturer and radio-TV commenta- 
tor, will be the featured speaker at 
the annual banquet of the North 
American Factory Management 
Conference. The dinner is set for 
Saturday evening, April 22, at the 
Netherlands Plaza Ballroom in Cin- 
cinnati. 
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lst-quarter output down 
4.5%, NSMA estimates 


Shoe production in the first quar- 
ter fell 4.5 per cent below the level 
of the same period last year, the 
National Shoe Manufacturers Assn. 
estimates. 

NSMA’s preliminary prediction 
of March output was 55.4 million 
pairs, a decrease of 5.3 per cent 
from March 1960. 

The U. S. Census Bureau esti- 
mated February production at 50.3 
million pairs, down 5 per cent from 
the 53 million pairs of February 
1960. 

Men’s dress and playshoe output 
in February was 6.4 million pairs 
compared with 6.6 million pairs in 
February of last year. Women’s 
dress and work shoe production was 
16.9 million pairs, virtually un- 
changed from the year before. 

Despite the first-quarter decline, 
NSMA officials maintain strong 
hopes that total 1961 output will 
reach 620 million pairs. They expect 
the first-half total to surpass that 
of the first half of 1960. 


Boyertown Shoe closes 


The Boyertown Shoe Corp. fac- 
tory in Boyertown, Pa., has been 
closed in a consolidation with the 
Quaker Shoe Corp., operated by the 
same management in Allentown, 
Pa. George Haddad, president of 
the two companies, attributed the 
move to “the constant pressure of 
competition of imports.” 

The 15-year-old Boyertown op- 
eration, which employed 150 to 175 
persons, specialized in children’s 
and infants’ footwear. Negotia- 
tions were under way to find an- 
other shoe manufacturer to buy the 
factory. 


PROMOTION 


Infants are the models 
at Moran fashion show 


Twenty-eight youngsters in Car- 
lyle, IL, all of them under age 314, 
served as footwear models when 
Moran Shoe Co. of Carlyle pre- 
sented a fashion show in the local 
high school auditorium. More than 
2,000 persons were in the audience. 
































Youthful models Delana Huels and Kenneth 
Maschoff wear Wee Walker saddles ond 
coordinated sunsuits with topover jockets, 
at Moran Shoe Co. fashion show. Marilyn 
Jasper is the carriage pusher. 


The children wore Wee Walkers 
infants’ shoes by Moran, and co- 
ordinated apparel selected in New 
York by Bery! Tucker, president of 
Bery! Tucker Young Trends, Inc. 
Charlotte Peters, a St. Louis tele- 
vision 


personality, provided the 


commentary. 


FOR MODERN LIGHTWEIGHT FOOTWEAR 


SHOE FORM’S 
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One-piece construction of durable plastic 
Custom made...to insure a perfect fit 
Forms entire shoe, not just heel and toe 
Keeps inside of shoe clean and dust-free 
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FINANCIAL 


EJ will show a profit in 
2d half, Johnson predicts 


Endicott Johnson Corp. should 
be showing a profit again in the 
second half of the current fiscal 
year (ending Dec. 1), President 
Frank A. Johnson told stock- 
holders at their annual meeting 
in Johnson City, N. Y. 

EJ lost money in the first quar- 
ter, ended March 3, he said, and a 
smaller loss is probable in the 
second quarter. “For the final six 
months our forecast puts us defi- 
nitely in the black,” Johnson de- 
adding, “I want to em- 
phasize that this is a forecast and 


’ 


clared, 


not a promise.’ 

The company lost $1.5 million in 
the 1960 fiscal year and was forced 
to skip the normal dividend on its 
common stock in the past two 
quarters. Johnson told sharehold- 
ers that every effort will be made 
“to restore payments as soon as 
this is economically sound.” He 
said future dividends “in all likeli- 
hood will involve stock and prob- 


ably a combination of stock and 
cash.” 

The company’s 14 directors were 
all re-elected. 


U.S. Shoe 3-mo. net rises 


United States Shoe Corp. and 
subsidiaries showed a slight in- 
crease in net earnings for the 
three months ended Feb. 28, de- 
spite reduced sales. 

Income amounted to $877,622, 
up from $875,099 in the first quar- 
ter of fiscal 1960. Net sales were 
$12,814,422 compared with $13,- 
257,356 a year ago, a 3 per cent 
drop. 

“The increased profit margin of 
the first quarter should be main- 
tained for the first six months,” 
a spokesman said. On the basis 
of advance bookings for early fall 
shoes, the company expects steady 
production. 


TRANSACTIONS 
Pittsfield buys Adams 


Pittsfield Shoe Co., Pittsfield, 
N. H., has purchased, for an un- 
disclosed sum, Adams Bros., Inc., 


also of Pittsfield, a manufacturer 
of children’s and infants’ shoes. 

Pittsfield Shoe, according to an 
official, made the purchase to ac- 
quire equipment and facilities to 
increase its own production of 
women’s shoes, and does not plan 
to continue manufacture of the 
Adams Bros. line. 


Genesco in perfume field 

Genesco, Inc., Nashville, Tenn., 
has continued its diversification by 
acquiring three leading fragrance 
corporations. They are Parfum 
Givenchy, Inc., and Parfum Millot 
Inc., manufacturers of fashionable 
French perfumes, and Paul D. 
Blackman Corp., men’s toiletries 
firm. 

Paul Blackman was named presi- 
dent of a new Genesco subsidiary, 
The House of Fragrance, Inc., 
which in addition to marketing 
products of the three acquired firms 
will include the wholesale cosmetics 
division of Henri Bendel, Inc., a 
Genesco division. Blackman said 
the four lines will give House of 
Fragrance “a series of products 
unmatched in the industry.” 
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* sports shoes 


¢ fast service 


¢ high heels 


* fillins 
¢ for infants, children, 
growing girls, 
teenagers, 


young women 
e flatties « little heels 
« dress shoes 


« dance footwear 
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ORGANIZATIONS 


So. California Executives 
choose new officers 


John Chamberlin of Sun-Cal 
Footwear has been elected presi- 
dent of the Shoe Executives’ Assn. 
of Southern California for the next 
year, at a Los Angeles meeting. 
Armand Barasa, Great Western 
Heel Co., is first vice-president; 
Maurice Edney, Cal Deb Footwear, 
is second VP, and Frank Sorce, 
Carolyn Shoe Co., is third VP. 





Paul Chernoff, Kayson of Cali- 
fornia, was re-elected recording 
secretary, and Victor Solomon of 
the same firm was renamed corre- 
sponding secretary. Bill White, 
Carolyn Footwear, will be financial 
secretary, and Lou Shapiro of the 
same company will be treasurer. 


Dave Klinesmith to quit 
WCSTA post Dec. 31 


Dave Klinesmith, one of the best 
known travelers in the industry and 
executive secretary-treasurer of 


STARS 


envy 


These four shoes are added evidence that you can be sure of 
more turnover and more profit when you feature the Broad- 


way line of J. W. Carter shoes. 


Lighter, trimmer, more 


flexible, they reflect the trend to more comfort and more 


style in men’s footwear. 


Equally important, these shoes offer correct styling at popular 


prices .. 
available in black. 


smart dark brown your customers want. 


. and a full markup, too. 
The fourth, model 2412, comes in the 


Three of the styles are 


All have genuine 


leather insoles, a comfort feature that closes many a sale. 


For prices, including quantity discounts, see your local 
Carter man, or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


West Coast Shoe 
Travelers’ Asso- 
ciates, Inc., Los 
Angeles, has sub- 
mitted his resig- 
nation to the 
board of direc- 
tors of the asso- 
ciation, effective 
Dec. 31, 1961. 
Klinesmith has 
been in the shoe 
industry for 50 OAVE KLINESMITH 
years, the last 14 in his present 
position in the West Coast organi- 
zation. 
The organization has named a 
committee to select a replacement 
and will begin interviews shortly. 


NSTA chooses hotel site 


The Casablanca Hotel in Miami 
Beach has been chosen as the site 
for the 5lst annual convention of 
the National Shoe Travelers’ 
Assn., to be held Sept. 21-22, pre- 
ceding the opening of the Na- 
tional Shoe Fair. 
Edmund J. Trench, managing di- 
rector, a large attendance is ex- 


According to 


pected. Reservations already are 
coming in rapidly. 


St. Lcuis outing June 26 


The St. District 
Trades Assn. has set June 26 as 
the date of its annual outing at 
Norwood Country Club. 
will include golf, horseshoes, cork- 
ball, tennis and bait casting, with 
a banquet completing the day-long 
activities. Donald Martin, United 
Shoe Machinery Corp., is president 
and general chairman of the 1,000- 
member group. 


Louis Shoe 


Sports 


Central Pa. outing set 


The Central Pennsylvania Shvi« 
and Leather Assn. will hold its 
spring golf outing Thursday, Jun 
8, at the Colonial Country Club, 
Camp Hill, Pa., near Harrisburg 
Committee chairmen for the event 
are Dick Crews, manufacturer's 
representative, activities; Richard 
E. Traver, John D. Traver Co. Inc., 
golf, and William F. Kreider, W. L 
Kreider’s Sons Mfg. Co., prizes 
Tickets are available through the 
secretary-treasurer, Richard P 
Curtis of Curtis-Stephens-Embry 
Co., Reading, Pa. 
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Compo to develop machinery for Du Pont 


The Du Pont Co.’s new, breath- 
able shoe upper material can re- 
portedly be processed on conven- 
tional shoemaking machinery with- 
out difficulty. But Du Pont intends 
to supply the material to manu- 
facturers in continuous rolls of 
uniform width—a far cry from 
the traditional leather hides of 
less uniformity. 

As a result, Du Pont researchers 
think their revolutionary material 

still in the development stage 

may open the way to “an en- 
tirely new concept of efficiency 
in the manufacture of shoe 
pers” and reduce wastage. 


up- 


Cooperative project-—-In a move 
toward realizing this effici- 
ency, Du Pont has teamed up with 
Compo Shoe Machinery Corp., 
Waltham, Mass. The two firms 
will cooperate in developing equip- 
ment to process the new footwear 
and accessories material. 

George J. Schwartz, president 
of Compo, and William E. Kreuer, 
sales director for Du Pont’s foot- 
wear and accessories program, 
disclosed details of the arrange- 
ment. They said Compo’s program 
will be carried on at that com- 
pany's main plant in Waltham. 
It’s contemplated that the ma- 
chinery and adhesives developed 
will be made shoe 
manufacturers, and licenses will 
be offered to other machinery 
companies that wish to produce 
the equipment. 


new 


available to 


William E. Kreuer (left), sales director for 
Du Pont's footwear material, and Charles 
A. Lynch, sales manager, watch as George 
J. Schwortz, president of Compo, signs 
agreement for cooperative development of 
equipment to process the new material. 


Evaluation by industry — Du 
Pont has been working with more 
than 20 shoe manufacturers in 
developing its material and eval- 
uating it. The huge Wilmington, 
Del., chemical company plans to 
expand this list of companies as 
the material is tried out in dif- 
ferent types of footwear. 


British manufacturers 
eye man-made uppers 


Several of Great Britain’s lead- 
ing footwear manufacturers are 
studying the possibilities of com- 
pletely man-made shoes, using no 
leather, according to a_ report 
from London. 


Synthetics have already made 
substantial progress in shoe soling 
in Britain. It’s estimated that more 
than two-thirds of all shoes made 
with leather uppers now have non- 
leather soles. Until recently, how- 
ever, leather was regarded as the 
only material for the 
uppers. 


possible 


eyed— De- 
are be- 


Du Pont research 
velopments in the U. S. 
ginning to change this situation. 
Reports of favorable trade re- 
action to the Du Pont Co.’s 
breathable, polymeric upper ma- 
terial, still in the experimental 
stage, have led British manufac- 
turers to explore similar possi- 
bilities. One of them, C. & J. 
Clark—which buys over $9 mil- 
lion worth of leather upper ma- 
terials a year—has been testing 
the wear properties of a number 
of synthetic products. 

These tests have of course re- 
vealed a number of differences 
between the natural and_= syn- 
thetic materials. Some synthetics, 
for example, are virtually indis- 
tinguishable from leather when 
first made up. But while the leather 
after a few days’ wear becomes 
creased by the action of walking, 
the substitute retains its original 
color and shows no vamp break. 
Thus it looks “artificial.” 

For toe caps which have to 
stand up to considerable abrasion, 
materials coated with polyviny! 
chloride or nylon remain unmark- 
ed for longer periods than leather, 
the tests showed. 


new 


New processes essential— Mean- 
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while new manufacturing proc- 
esses are being developed in 
Britain which may be especially 
appropriate for synthetic materials. 
(A survey by C. & J. Clark sug- 
gested that there may be little ap- 
plication for substitute materials 
until a major breakthrough in 
shoemaking methods occurs.) 
British shoemen see no im- 
mediate prospect for completely 
man-made shoes, at least in quali- 
ty footwear. But there are signs 





that leather’s preeminence as an 
upper material may not go un- 
challenged for long. 


New Bixby process adds 
flexibility to box toes 


Bixby Box Toe Co., Haverhill, 
Mass., has introduced a new, ex- 
clusive Super-Sat process which 
increases flexibility and resiliency 
in box toes and counters while re- 
ducing gage and increasing dura- 


Profit Picture for Father's Day 





it's advertised in 


June Yachting 


Many Dads hanker for Bass Golf Shoes 








They're advertised 
in Golf Digest, Golf, 
end May 15th 
Sports Illustrated 


And here's how you make Father's Day 
the most profitable day of your year. 


Order Bass Gift Certificates now and merchandise 


them right u 
cover both t 








*T.M. Reg. 
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to June 17th. Size up your stock to 
e Gift Certificates you sell and your 

es to men who always buy Bass Footwear. Your 
profit picture will be a masterpiece. 


G. H. BASS & CO., Dept. BS4, Wilton, Maine — 614 Marbridge Bidg., N.Y.C. 1, N.Y. 








bility. The process was five years 
in development and employs ma- 
chinery never before used in this 
industry, according to G. Woody 
Foss, Bixby’s sales manager. 

The box toes and counters man- 
ufactured by the Super-Sat proc- 
ess are supersaturated and ac- 
tually contain more than 
was previously possible. The com- 
pany says the result is thinner 
gage materials to faithfully repro- 
duce the last while increasing 
flexibility and resiliency. 


MANAGEMENT 


Compo Machinery names 
first marketing manager 


Nelson Gildersleeve has been ap- 
pointed marketing manager —a 
newly defined position—at Compo 
Shoe Machinery 
Corp., Waltham, 

Mass., according 

to George J. 
Schwartz, presi- wR 
dent. 

Gildersleeve 
was with General 
Electric Co. for 
19 years in vari- 
ous sales and 
marketing capa- 
cities. Most re- 
cently, he was general sales man- 
ager of the industrial products di- 
vision of Royal McBee Corp. 


solids 


N. GILDERSLEEVE 


FINANCIAL 
Vulcan had top year in’60 


Vulcan Corp., a maker of heels, 
lasts and other products, set new 
records in sales, net earnings and 
profits per share during 1960—its 
50th anniversary year. In its an- 
nual report the company said sales 
were up 20 per cent. Profits after 
taxes rose to $577,835, or $2.36 per 
common share, compared with $2.03 
in 1959 and $1.80 in 1958. 

Joseph B. Reynolds, president, 
said the company’s business in shoe 
lasts was “by far the best ever.” 


Seton stock split OKd 


Stockholders of Seton Leather 
Co., Newark, N. J., approved a 5- 
for-1 stock split recommended by 
the company’s directors [ RECORDER, 
March 15]. Holders of record of 
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March 27 get four additional 
shares for each one held. The 
shareholders also endorsed an in- 
crease in the number of authorized 
shares from 100,000 to 1 million. 


MARKETING 


Longer Leather Show 
scheduled: June 18-21 


The June Leather Show will 
extend over a four-day period in- 
stead of the usual two days. After 
a poll of exhibitors, the Tanners’ 
Council of America announced 
that the show will open Sunday, 
June 18, at 1 p.m. and close Wed- 
nesday, June 21, at noon. 

Originally the show was set 
for June 20 and 21 only. Site of 
the event is the Statler Hilton 
Hotel, New York. 

One result of the change is 
a greater overlapping between the 
Leather Show dates and those of 
two other supply shows, the Allied 
Shoe Products and Shoe Fabric 
Shows. The Allied Show is sche- 
duled for June 17-20 at the New 
York Trade Show Bldg., and the 
Fabric Show for June 18-20 at 
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the Hotel New Yorker. 

To avoid a conflict between all 
these shows and the National 
Shoe Manufacturers Assn.’s Mar- 
keting and Distribution Manage- 
ment Meeting, NSMA has ad- 
vanced the timing of the latter 
event to June 16-17. The meeting 
will be held at the Statler Hilton 
Hotel. 

Still uncertain is the fate of the 
December Leather Show. The pos- 
sibility of abandoning it has been 
under discussion since the De- 
cember 1960 event, but TCA has 
made no official announcement. 


AWARDS 


LIA to honor top shoe 
designers each year 


Leather Industries of America 
will present 10 “American Shoe 
Designer Awards,” the first of an 
annual series, at the June 18-21 
Leather Show. The awards “will 
pay tribute to the revolutionary 
role of American shoe designers in 
creating high-fashion, high-quality 
leather shoes for the mass market.” 


N 
oMPA 
WHITE SHOE 
K AUT pivision ° 


Irving Glass, executive  vice- 
president of the Tanners’ Council 
of America, explained, “The tan- 
ning industry trusts that the 
awards will serve to focus the at- 
tention of the entire shoe industry, 
as well as the public, on the rich- 
ness of our native resources.” 

At the time the awards are pre- 
sented, LIA will unveil five designs 
for spring 1962 by each of the 
recipients. The designs will be 
crafted of leathers on exhibition at 
the show. 

The “American Award Collec- 
tion” will be exhibited on the 
Leather Show floor at the Statler 
Hilton Hotel, New York. In addi- 
tion the winning styles will be 
modeled at a showing for the leath- 
er and shoe industry as well as 
fashion designers, fashion editors 
and commentators. 

According to LIA, one TV net- 
work has been lined up to report 
the award presentations. 

After the Leather Show, the 
award collection will tour the coun- 
try. It will be made available to 
shoe and department stores for 
promotion and sales training use. 


ti 


3 
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WEDDING DAY: James E. 
Wesseling, vice-president of Web- 
er Shoe Co., and Mrs. Delphine 
T. King set April 15 as the date 
of their wedding in Harrison, Ark. 
Upon their return from a southern 
trip, the couple will 
4961 Laclede, 


reside at 
St. Louis. 
. . - 

ENCYCLOPEDIA 
Two extensive 
1,800 words on the leather indus- 
try, and one of 2,500-word length 
on the shoe industry, 
prepared for the American Oxford 
Encyclopedia by William A. Rossi, 
executive editor of BooT AND 
SHOE RECORDER. recently 
completed a 5,000-word article on 
the shoe industry for the Ency- 
Britannica. 

. * a 

ELECTED: Harry E. Fontius, 
Jr., of Fontius Shoe Co., Denver, 
was elected a vice-president of 
Denver Retail Merchants Assn., 
which is celebrating its 50th anni- 


AUTHOR: 


articles, one of 


have been 


Rossi 


: ; 
clopedia 


WELCOME 
to our exhibit at 


the New York 
POPULAR PRICE 
SHOE SHOW 
Room 582 
Sheraton-Atlantic 


Hotel 
April 30-May 4 


DANSKIN, INC. * 


versary this year. The associa- 
tion has 16 member firms, one of 
which is Fontius Shoe, which were 
members when the association was 
founded in 1911. 

a . : 

HOUSTON LEADERS: L. E. 
Tuffly, president of Krupp & 
Tuffly, has been re-elected trea- 
surer of the Houston Retail Mer- 
chants Assn. Charles Sussman, 
vice-president of Vogue Shoes, 
was named a director for a two- 
year term. President of the as- 
sociation is Edwin Rose, Jr., 
president and general manager 
of Neiman-Marcus’ Houston store 

- o i 

SELECT GROUP: Ben E. Ed- 
scorn, director of marketing re- 
search for International Shoe Co., 
St. Louis, is the first man from the 
shoe industry to be elected to the 
Marketing Research Council of 
the National Industrial Confer- 
ence Board. Membership on the 
council is restricted to 35 top mar- 


vice- 


keting research men in the nation’s 
largest companies. 


in allied fields . . 
SCANDINAVIAN SOJOURN: 


A recent visitor to Sweden was 
Julian Weinstein, president of 
Randolph Machine Co., Randolph, 
Mass. His host was Carl A. David- 
son, president and director of 
A. B. Svenska Skolastfabrican, 
which manufactures the Goliath 
vulcanizing machine distributed 
exclusively in North America by 
Randolph. 
. . . 

NAMED BY RESERVISTs: 
Arthur F. Brown, president of 
Reilly, Brown & 
Boston 


Is active 


Tapply, Inc., a 


advertising agency which 


in shoe circles, has been 
president of the 
Officers 


nomination is tan- 


nominated for 
Massachusetts 
Assn The 
tamount to 
} 


Reserve 
election Brown is a 
colonel in the Air 
Reserve 


eutenant 


t 
rorce 
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BIG NAME BRAND 


DA NSKE le 


dat tale LEO TARDS - TRUNKS 
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Fa 60 MILLION READERS WILL SEE DANSKIN ADVERTISING IN 


’ 
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DANSKINS— 


favorites for 
everyday 
wear, too. 
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DEATHS 


Harry Terhune, retired 
field editor of Recorder 


Harry R. Terhune, 86, retired 
field editor of Boot AND SHOE RE- 
CORDER and a member of the maga- 
zine’s staff for about 30 years, died 
March 24 in Santa Monica, Calif. 

Mr. Terhune was a cousin of 
Everit B. Terhune, Jr., publisher 
of the RecorDEeR. He was perhaps 
best known as the creator and au- 
thor of a long-popular RECORDER 
feature, “O. P. I.” (Other People’s 
Ideas), which incorporated infor- 
mation on how to sell, how to dis- 
play and related subjects. 

As field editor, Mr. Terhune was 
constantly on the move around the 
U.S. After leaving that position, 
he served for a time as an adver- 
tising representative for the ReE- 
CORDER and other trade publications 
of the Chilton Co. He retired in 
1950. 





HERBERT E. MURCH, 59, 


former vice-president and director 


of Goodyear Footwear Corp.; 
March 8, in Providence, R. I. 


CARL E. GILES, 50, sales repre- 
sentative for French, Shriner & 
Urner, Boston, and formerly op- 
erator of a Marblehead, Mass., 
shoe store; March 8, in New York 
City. 


HIRAM J. EATHORNE, a Mich- 
igan traveler for Ralph Ainsworth, 
Inc., Detroit shoe wholesalers, 
for almost 30 years and, earlier, 
a shoe buyer for Frank and Seder 
department stores in Detroit and 
Cleveland for about 12 years; 
March 8, in Detroit. 


BEN B. BERKE, 79, one of De- 
troit’s best known shoe people, 
whose store, Berke’s Boot Shop, 
was seriously damaged March 2 
in one of the city’s biggest fires 
in recent years; March 21, in De- 
troit, after a short illness. The 
shop, which Mr. Berke operated 
for 44 years, was a pioneer among 
the specialty shops which made 


Detroit’s Washington Boulevard 


famous. 


JOSEPH M. SIEGEL, 73, found- 
er and treasurer of Siegel Shoe 
Stores and Arlace Shoe Stores; 
March 14, in Brookline, Mass. 


JOHN D. GAFFEN, 52, general 
manager of Cat’s Paw Rubber Co., 
Baltimore, and a prominent figure 
in the field of rubber heel and sole 
chemistry; March 3, after suffer- 
ing a heart attack. He was with 
the company over 25 years. 


EDWARD T. HARRIGAN, asso- 
ciated with the Kirstein Leather 
Co., Peabody, Mass., and a veteran 
of many years in the leather in- 
dustry; March 26, in Salem, Mass. 


WILLIS A. JOHNSON, 53, a 
veteran of 26 years of shoemaking 
activity, editor of American Shoe- 
making magazine for seven years, 
and most recently a consultant for 
Krippendorf Kalculator Co., Lynn, 
Mass.; March 24, in Lynn, of a 
heart attack. 








PROMOTIONAL FEATURES 
ATLANTA, April 30—May 3 
NEW YORK, April 30—May 4 
SAN FRANCISCO, May 7-9 





(GOOD THINKING— 


For Increased Sales & Profits, Promote Unceasingly! 


FOOT ~~ KING 


FLEXIBLE 
Men's and Boys’ Fine Goodyear Welts 
DISCOUNT PRICED 
Hotel Henry Grady 
Hotel New Yorker 
Hilton Inn 
Serviced and financed by Textile Banking Co., a 


subsidiary of Commercial Credit Company whose 
assets exceed $2,000,000,000.00. 


A. S. KREIDER & SON CO. 


PALMYRA, PENNA. 


P.S. Isn't it better to buy from 
Independents rather than support 


concerns who compete with you? 
GOOD THINKING! 








2 
$3.75 


| Athletic Footwear Division 
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\ OFFICIAL 

\ LITTLE 

~ LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10; 
standard widths. 


$00 


pair 


NET 
N F.0.B. Boston 


| BERNED SHOE CO. 207 essex starter, Boston 10, mass. 
RE TI ie Re 
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PERSONNEL 





ARTHUR RAPPAPORT 


American Juniors 


ROBERT WIGHAMAN 
GS. H. Bass & Co. 


Chains... 


BRISINI BROS., INC., Lancaster, 
Pa.—Appointed Gordon J. Leininger 
general manager, supervising all op- 
erating stores and all store openings. 
The company, which has varied in- 
terests, operates a juvenile chain, 
Tots and Teens Shoe World. 

G. R. KINNEY CORP., New York 
Transferred Nelson Cole from man- 
ager of a shopping center store at 
Decatur, Ill., to manager of a down- 
town store in the same city, and 
Ronald Wagner from 
manager of an Indianapolis, Ind., unit 
to succeed Cole at the center store. 


transferred 


Departments... 


LaSALLE & KOCH CO., Toledo, O. 
Appointed Reginald D. Lidstone 
merchandise manager of shoes, suc- 
ceeding Jack Smith, who resigned. He 
was formerly a merchandise manager 
for Block & Kuhl, Peoria, III. 

NEW GARFIELD CLOTHING CO., 
Des Moines, lowa—Appointed Clar- 
ence L. Olson manager of the foot- 
wear department. 


J. W. ROBINSON, Los Angeles— 
Promoted Arthur Simmons from bet- 
ter-grade footwear buyer to merchan- 
dise manager for women’s high, me- 
dium and low-priced shoes and chil- 


GERALD A. KEARNS 
Tyer Rubber Corp 


ERNIE KLEIN 
A. Sandler Co. 
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HARRY WILLIAMS 
DeSoto Shoe Co 


ED PAPPANI 
Hamilton Shoe Co. 


dren’s shoes. He succeeds Phillip Leh- 
man, now women’s accessories man- 
ager. 

Appointed Fay E. 
mons’ former position. 


Elliot to Sim 


Manufacturers ... 


AMERICAN JUNIORS SHOE CO., 
INC., Lawrence, Mass Appointed 
Jerome Schwartz sales representative 
for western New York State in addi- 
tion to his previous territory of 
ern Pennsylvania. 

Appointed Arthur Rappaport sales 
representative in the f 
New York State. 

G. H. BASS & CO., Wilton, Me 
Appointed Robert G. Wighaman sales 
representative in Oklahoma, Arkan- 
sas, Texas, western Tennessee and 
Mississippi, succeeding F. N. Mainous, 
who retired. He was formerly with 
Bostonian Shoe Sales Corp. and Flo 
sheim Shoe Co. 


BROWN SHOE CO., St. Louis 
Announced the retirement of Roy 
McLain, sales representative for Bus 
ter Brown division in Indiana, after 
25 years’ service. 

Transferred Robert Rowe from 
Colorado, Wyoming, South Dakota, 
New Mexico and Kansas to succeed 
McLain as Buster Brown salesman in 
Indiana. 

Appointed Robert Murray to take 


west- 


remainder of! 


J. HOLLINGSWORTH 
Weber Shoe Co., Inc 


HY FELDMAN 


Plymouth Rubber Co. 


NORMAN ZEICHNER 
Accent Div., ISCO 


GEORGE LoFAVE 
Phyllis Shoe Co 


over Rowe’s former territory 

Named Norman Weaver sales rep 
resentative for Buster Brown in De! 
aware and parts of Maryland, Vir 
ginia and New Jersey, 
James Earnest, who moves into the 
New York office. 

Appointed Charles Roberts sal 
representative for Buster Brown 
Alabama, Georgia and South Caro 
lina, replacing Bruce Hibbs, who ré 


replacing 


igned. Roberts has been associat 
with Brown's Propr-Bilt 
sion, now part of Buster Brown 
Appointed E. FE. Burris sales repre 
sentative for Buster Brown in Ar 
kansas, Louisiana and Texas, repla 
ing J. M. Richardson, who resigned 
He was formerly 
Propr-Bilt division 


ed 


sales divi 


sales manager o 


CAPEZIO, INC... New York—A} 
pointed Jack Lance 
sales representative, succeeding Joel 
Block. He was formerly 
shoe buyer at Bullocks Westwood de 
partment store in metropolitan Lx 
Angeles. 


southwester! 


women’ 


DESCO SHOE CORP., New York 
Appointed Harold Hankin sales re; 
resentative for all of Pennsylvania, 
after Phil Stern gave up the western 
Pennsylvania territory to concentrat« 
on Ohio and Kentucky. 


DeSOTO SHOE CO., DeSoto, Mo 
Appointed Harry Williams general 


FRANCIS C. ROONEY 
Quaboug Rubber Co 


EDWARD VARNUM 
Quaboug Rubber Co. 
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manager, a new position. He was 
formerly associated with Rice-O’Neill, 
Boyd-Jones and Hamilton shoe com- 
panies. 


HAMILTON SHOE CO., St. Louis 
Appointed Ed Pappani sales rep- 
resentative for Penaljo division in 
Wisconsin, Illinois, Indiana, Ohio, 
Michigan and western Pennsylvania. 


INTERNATIONAL SHOE CO., St. 
Louis — Appointed Norman Zeichner 
sales representative for Accent spe- 
cialty lines in the New York- 
New England territory, replacing 
Donald Rosenbaum, who resigned. He 
was formerly with Mademoiselle 
Shoes. 

Appointed Alex H. Tamaroff sales 
representative for the general line 
division in Detroit and eastern Mich- 
igan, replacing Edward McBryde, 
who resigned. Formerly with Ed 
White Junior Shoe Co., he will carry 
women's and teenage lines. 

Transferred Neil A. Smith from 
Accent division to general line divi- 
sion as sales representative for wo- 
men’s and teenage lines in southeast- 
ern Ohio, northern West Virginia and 
southwestern Pennsylvania. 


PHYLLIS SHOE CO., Lowell, Mass. 
Appointed George LaFave sales 
representative for New York State 
except greater New York City. He 
was formerly with Sandler of Boston 


A. SANDLER CO., Boston Ap- 


THE ONLY PURE GUM CLOGS AND SANDALS MADE 
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pointed Ernie Klein sales representa- 
tive in Massachusetts, Rhode Island 
and Connecticut for the Miss Sandler 
division. 

Appointed Lou Jacobs sales repre- 
sentative in metropolitan New York 
and the Middle Atlantic states for 
the Miss Sandler division, replacing 
Klein. He formerly covered part of 
this area for Buster Brown. 

TOWN AND COUNTRY SHOES, 
INC., Sedalia, Mo.—Appointed Tod 
O’Brien sales manager, after 12 years 
with the company. His office will be 
in St. Louis. 


TYER RUBBER CORP., Andover, 
Mass.—Appointed Gerald A. Kearns 
sales representative in metropolitan 
Detroit for its Consumer Products 
division. 


WEBER SHOE CO., INC., Tipton, 
Mo. — Appointed James F. Hollings- 
worth sales representative in Missis- 
sippi and Alabama (succeeding Elmer 
Cohen) and Louisiana and Arkansas 
(succeeding James E. Wesseling). 
Cohen and Wesseling continue selling 
in the remainder of their territories. 


Tanners... 


ARMOUR LEATHER CO., Wil- 
liamsport, Pa.—Accepted the resig- 
nation of W. C. (Bill) Reynolds as 
western division sales manager for 
leather division. He has 
under 


the sole 
started his own sales agency, 


his name, in Clayton, Mo., and will 
handle the Armour sole leather divi- 
sion’s products in the St. Louis, Cin- 
cinnati and Nashville areas. 
Announced the retirement of Alan 
P. Childe as a salesman for the sole 
leather division, covering metropoli- 
tan New York and Pennsylvania, 
after more than 40 years’ service. 


Allied products... 


AMERICAN BILTRITE RUBBER 
CO., Chelsea, Mass.—Appointed E. L. 
Babcock sales promotion representa- 
tive, a newly created post. He will 
promote a new line of polyviny! chlor- 
ide soles and heels, and Biltrite in- 
dustrial soles and heels. He was for- 
merly sales manager for Gro-Cord 
Rubber Co. 


PLYMOUTH RUBBER CO., INC., 
Canton, Mass.—Appointed Hy Feld- 
man sales manager of a newly form- 
ed footwear division, which links two 
separate departments: soling mate- 
rials and shoe lining materials. 


QUABAUG RUBBER CO., North 
Brookfield, Mass. Elected Edward 
W. Varnum president and Francis C. 
Rooney chairman of the board. Var- 
num, formerly vice-president and gen- 
eral manager continues- as_ general 
manager. Rooney was formerly pres- 
ident. 

Elected William Matfess and John 
B. Rapp, Jr., directors. 


A NEW MATERIAL 


A NEW COLOR 


PURE GUM - ALL RUBBER 


CLOGS and SANDALS 


Tingley clogs and sandals outsell all others year 


after year. Now they are offered in a new far tougher 


pure gum rubber 


-in anew color which looks 


equally well over black or brown shoes 


Easy on easy off 


4 sizes give a snug. trim fit to 


all men’s shoe sizes 6 
through 13 
you fit more shoes Metter 


That means 


with 4 the inventory 
There's a Tingley 


Distributor near you 


IN THE U.S.A. 
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Demand for navy blue was unexpected 


Milwaukee merchants feel 
conditions are trending up- 
wards in spite of weak 
spring sales. Bone sales suf- 
fered from navy’'s strength. 


MILWAUKEE 

Despite spotty spring volume, 
dealer inventories are reported 
slightly higher. There is a gen- 
eral feeling that conditions are 
trending upward. Dealers report 
confidence in their outlook for the 
period ahead. 

Navy blue developed into a 
sleeper this spring, although black 
patents continued to clinch top 
spot in sales reports from women’s 
shoe departments. Third place on 
the sales charts for spring goes to 
the bone hues. Bone, however, 
proved a bit weaker than antici- 
pated, mainly because of the 
emerging demand for navy blue 
numbers. 


Pastels add to volume—Spring 
volume received a welcome assist 
from the pastel colors. Soft 
greens, lilacs and pinks, promoted 
in salons here, have provided the 
extra volume needed to catch up 
with last year’s figures. 

Sling pumps in both high and 
medium heels— primarily mid- 
heels —remained the overwhelm- 
ing style favorite. 

But dealers admit to a growing 
amount of confusion in the heel 
and toe situation. The area of 
confusion lies mainly in the 
elongated, closed up pumps with 
heels 18/8 and down. 


A boost from casuals—Casual 
sales have helped bolster the sales 
picture. Most of this action, how- 
ever, has centered in the subur- 
ban and shopping center outlets. 

Children’s shoe sales in March 
went under expectations. One 
dealer noted a sharp sales drop in 
girls’ white communion shoes. 
Good action was noted, however, 
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with new girls’ biscuit-color loafer 
numbers. 

Men’s footwear volume has lag- 
ged slightly. But, customers are 
buying a little bit of everything. 


St. Louis: What about 
spring do retailers like? 


Shoe retailers here like many 
things about the way the spring 
selling season is going. Here is 
what they like: 

Woman’s departments and 
stores like the heavy sales of bone 
pumps. Retailers ordered heavily 
and some were wary of whether or 
not their initial buys were made 
with too heavy a hand. Customers 
for bone proved otherwise. 


They liked action—Men’s deal- 
ers like the good volume of busi- 
ness they did in the week or 10 
days prior to Easter. The period, 
usually slow in men’s outlets, 
turned out to be active. Warmer 
weather spurred sales of casuals. 
Golf shoes had two good weeks as 
the season here. Some 
rubber-soled canvas oxfords sold 
—early for this area—as boat en- 
thusiasts readied their craft for 
another six months of every-week- 
end activity. 

Children’s stores and depart- 
ments liked the volume of little 
girls’ whites sold for Easter. 
Patents held up approximating ex- 
pectations, but whites ran well 
ahead of anticipated volume. One 
straps and swivel straps, bow- 
trimmed or untrimmed, continued 
as top pattern. 


opened 


They like canvas sales — Teen 
dealers like the tremendous vol- 
ume of white canvas tennis shoes 
the girls are buying. Warm days 
have made the beat-up, carry-over 
pairs look shabby. However, teen 
dealers wish that teen preferences 
would swing into the direction of 
patterned flats, which carry higher 
price tags than the canvas. 


Suburban independents like the 
customers’ early purchases of 
brightly colored rubber-soled play- 
shoes. Many of the women will 
now buy three pairs for the com- 
ing summer, in place of the nor- 
mal two. 

Women’s chains like the way 
pastel luster-leather pumps on 
23/8 heels are selling in pale 
lavender, apple green, and gar- 
denia. Pink as a color has not 
been as strong a spring seller here 
as dealers anticipated or bought 
for. Pink may be promoted widely 
as a go-with for white apparel in 
mid-May. 


Boston: Retailers say 
business will surge up 


Boston’s Easter shoe business 
ran 50-50 with that of last year. 
Retailers have reported matching 
last year or varying up or down 
2-3 per cent. 

For the remainder of April, re- 
tailers expect a strong business 
up-surge. 

Moving into this post-Easter 
business period, inventories have 
been reported the same as, or a bit 
lower than, a year ago. Lower- 
inventoried merchants explained 
their stocks are healthier and 
livelier than last year. 


Good business problem—An ex- 
tended business upswing could 
prove a problem to the retailer 
who has bought new capital goods, 
but not adequately. Manufactur- 
ers’ instocks will be low and re 
ordered makeup merchandise 
might not get to the retailer for 
6-8 weeks . . . possibly too late to 
be anything but a loss. 

The majority of Boston women’s 
shoe retailers state they feel the 
new square toe and round toe will 
not replace the pointed toe for at 
least two or three seasons. The 
minority stated that with the in- 
dustry promoting these new styles 
they may eventually go over as big 
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as the needles. These merchants 
cite the resistance that consumers 
originally gave to pointed toes, 
and how it was overcome by pro- 
motion. 


Stacked heel demand — Low 
stacked heels in daytime walking 
shoes have been reported a very 
good seller. 

In men’s shoes, smooth black 
continues here as the favorite. The 
three - eyelet moccasin -type shoe 
has been receiving top attention 
and slipons are getting a top bill- 
ing and buying. 

Still continuing strong is the 
continental trend. The popularity 
of the higher heels, 9/8 to 11/8, 
for the most part, seems confined 
to the younger man and teenager. 
But, the higher heel is expected to 
gradually find acceptance with the 
middle-age group, mostly within 
9/8 and 10/8 limits. 


San Francisco: Green, 
purple are in demand 


Shoe sales in San Francisco, slow 
the first week of March, picked up 
as Easter approached. Merchants 
stated that totals for last month 
should equal or better last year. 

Black patent was most popular, 
although bone runs close second in 
most stores and even ran ahead of 
black in a few departments. The 
green pastel shades are also going 
well and there is quite a demand for 
the purple hues. The more colorful 
paste] shades are a little slow right 
now but merchants expect them to 
pick up. 

There is more emphasis on the 
mid-heels than on the extremely tall 
slender ones. Stacked heels are also 
going well and are combined with 
white, black and brown uppers. 
There are some squared heels com- 
bined with squared toes in bone 
calf numbers. 

Some of the original touches be- 
ing shown are a bone kid, draped 
and shirred like silk all over the 
shoe; a melba toast crushed goat- 
skin; a gardenia open-sided pump; 
a black straw sling; black, white or 
gold snakeskin pumps with match- 
ing bags; pearlized luster calf 
pumps decorated with matching 
seed pearls; and a wide range of 
buckles, bows and ribbon toe and 
collar decorations. 
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There is a general feeling among 
the merchants here that business is 
now starting on the upturn. They 
are making their merchandising 
plans in the belief that business is 
going to be better this coming fall 
and winter. 


Denver: Square won't 
replace double needles 


With good weather holding, 
Denver retailers expect to break 
even or go into the gains columns 
for March-April as compared to 
the combined months, 1960. Color 
was the news flash in women’s 
shoes; patents and whites were 
leading the children’s parade; 
slipons and boxer types in neutral 
and subdued toes were sought by 
men. 

The trend continues for lower 
heels for women, double needle 
toes, with triples selling well in 
high-fashion and promotional 
items. Several retailers opine 
that the double needle toe will re- 
main most popular in women’s 
dressy shoes, and that shallow 
square toes will sell only on suit- 
type or tailored shoes with stack- 
ed and cowboy heels. 


Bone sold 


It was a color story 
well, basically in combination with 
moss and other shades. Color—lots 
of yellows, lilacs, china doll blue 
and orange—was the big story in 


lusters and leather 
pumps. 

Spectators have been popular, 
particularly in blue and white. 
Brown and white spectators are 
second and black and white, third. 


polished 


On green and patent — New 
stacked, shaped mid-heels con- 
tinued popular at many shops on 
spindrift green calf and _ black 
patent pumps. Silk prints on thin, 
high heels were in demand for af- 
ternoon and evening wear. 

Low-seam, moccasin styling is 
as strong in dress shoes in Denver 
stores as in hand-sewn loafers. 
While brown and black sell 50-50, 
there has been demand for the 
brown-green olive tones. 

Straps, pumps and swivels were 
being purchased by the youngest 
set, with black patent leading. 
White dressies were good from 
$4.99 promotional items to $12.50 
styles for older girls. 


Chicago: Sales require 
size ups of navy blue 


There is considerable sizing up 
of navy by women’s shoe retailers 
in Chicago to meet sudden demand. 

Patent is out in front as the 
spring color. Rainy days are re- 
tarding bone somewhat. 

There is enough interest in top 
line treatments in women’s pumps 
to indicate a trend. Beaded or 
fringed throats are raising eye- 
brows and V-throats and squared 
throats, with oval toes, are now 
preferred items in walkers. 
contrasts are having a 
strong appeal for women. An ecru 
spectator pump, brown at the heel 
and toe, is popular. 

Black saddle on white oxfords are 
the biggest item in children’s sizes 
of 6% to 3; for girls, 812 to 3, 
black patent shoes with swivel 
straps are out front. Among men, 
the 3-evelet moccasin with blucher 
overlay is the No. 1 all-purpose 
shoe. 


Color 


Atlanta: Bone battles 
white for sale honors 


For the first time in a number 
of years, white is having some real 
competition as the No. 1 color for 
this season. Bone has just about 
taken over. 

White has always been the No. t 
seller before and after Easter and 
until the casual season gets moving. 
The upward movement of bone has 
somewhat changed this. Bone has 
been reported the best sellers in a 
number of stores. Other dealers 
say it’s neck-and-neck with white. 

Bone, in its various shades, has 
also cut into the sale of black pat- 
ents. The darker tones, such as 
butterscotch and coffee creams, 
have been good. The stitched toe, 
side lattice with bow, pleats, cut- 
outs and flares are all getting a 
good play this year. Closed pumps 
are still tops, though. 

Some stores are giving patch- 
works a good ride, This is a patent 
or calf with 
Here again, bone has been playing 
an importaat role. 


criss-crossed color. 


Spectators are getting a good 
play, too, as merchants seek to pep 
up business. Blue calf, with gar- 
denia white, wisteria or spindrift 
green is in most of the stores. 





MANUFACTURING REPORT 





Manufacturers expect heavy fall ordering 


New England manufactur- 
ers hope April and May 
break even with the same 
months last year. But, they 
see hope in fall shows. 


BOSTON 

Shoe manufacturing activity 
throughout the New England area 
continues at about the same pace 
as throughout the nation as a 
whole. Production for the first 
three months is down some 5 or 6 
percent. Despite an early Easter 
date, the anticipated strong pro- 
duction runs for January and 
February and early March didn’t 
materialize. “Fair and spotty” 
sums up the general consensus in 
this area. 

Over the past two or three 
weeks, New England shoe manu- 
facturers have noted fragmentary 
signs of a pickup in cuttings, but 
not yet enough to indicate a clear- 
cut upward movement. 


Retailers remain cautious — As 
a result, manufacturers are mov- 
ing into April and May with best 
hopes simply to match the corre- 
sponding months of last year, 
which weren’t particularly good 
nor poor months, just average. 
Women’s producers here say that 
orders on whites have been “on 
the cautious side.” 

Women’s shoe business in New 
England can be termed spasmodic, 
and men’s shoe business, some- 
what sluggish. 3ut, children’s 
producers report a robust glow of 
health showing up on orders. Says 
one New Hampshire maker of 
misses’ dress shoes, “There’s fair 
chance we may see the best back- 
to-school shoe business on record 
—or at least very close to it. A 
growing number of our own retail 
accounts see a buying  break- 
through around mid-year. By 
August-September business should 
be on a rising wave. This means 
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that shoes must be on the shelves 
to cash in on this.” 


The shows will tell—Currently, 
the big target of interest is on fall 
shoe business—the results stem- 
ming from buying activities at the 
current major shoe shows (St. 
Louis, PPSSA) and the numerous 
regional shows. “This will pretty 
much tell the story for shoe pro- 
duction in 1961,” seems to be the 


consensus. 


St. Louis: Can the fall 
sales save the profits? 


St. Louis producers are eyeing 
first quarter shoe industry produc- 
tion totals with 
alarm. Except for juvenile makers, 
locally firms report that 
their pairage for the first three 
months of 1961 was down. 

The relatively high level of hide 
prices is adding to manufacturer 
concern. Even a small easing up 
in the hide market would be im- 
portantly beneficial to makers. 


considerable 


based 


Salesmen point the way — One 
major house indicates that the 
current road trips are crucial sign- 
posts to the way the balance of 
1961 will shape up. An executive 
of the company says that he is 
looking for the fall season at re- 
tail to boost the year’s totals to 
somewhere within striking dis- 
tance of a profitable fiscal opera- 
tion. 


Filling the reorders — Instock 
departments continue to be busy. 
Warmer weather and a reportedly 
active two weeks at retail across 
the nation have meant extra fill-in 
and reorder business for men’s 
shoes, mostly lightweight two-eye- 
let ties and hidden gore slipons. 
Most men’s reorders are on mocca- 
sin-toe patterns. 

Children’s makers have kept 
pace “excellently” with the flood 
of reorders the past selling month 
has brought about. 


Binghamton: Producers 


ready fall lines early 


Most upstate New York 
manufacturers are optimistic about 
the long-term future, but less cer- 
tain of active spring business. The 
year to date has generally been 
unprofitable and management is 
reluctant to forecast a definite shift 
to the right side of the ledger be- 
fore midyear. 


shoe 


Recent production, especially in 
women’s lines, has picked up more 
than seasonally in some cases as 
factories have worked intensively 
to ready fali lines ahead of usual 
schedules. 

This urge to accelerate introduc- 
tion of new 
accounts for 


lines for competitive 
advantage some of 
the slackness in late winter produc- 
tion as plants made the changeover 


to sampling new lines. 


Los Angeles: Makers 
of open shoes get orders 


Local manufacturers specializing 
in slings, open backs and open 
cross-strap pumps are doing prob- 
ably the most active business of 
all on reorders. 

Another type of footwear ex- 
periencing a boom is the corduroy- 
and-rubber casual favored by teen- 
aged girls. Makers are getting good 
reorders on them in a wide variety 
of colors, even in lilac and char- 
treuse. 

In conventional footwear, post- 
Easter business has not been up to 
expectations. Most manufacturers 
admit confidentially that they were 
hoping for more reorders by this 
time but they just haven't ma- 
terialized. Now shoemen are talk- 
ing about a good fall. They seem 
convinced that buyers will be gen- 
uinely in the market when the fall 
show opens at the Alexandria, 
siltmore and Sheraton-West Ho- 


tels on April 23. 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 








THE LAST WORD 





A call for action 

suell Graven, Kent, O., building 
has sounded a call for 
action by anyone, anywhere to out- 
law the use of high heels by women. 
“Get down on your knees, men,” he 
said, “and take a good look at the 
floors in your homes. The horse- 
shoe-shaped marks you see all over 
the floors are the stamp of the 
American female.” 


inspector, 


Graven sees high-heeled shoes as 
a new plague hitting from coast to 
coast, which, if allowed to continue 
unchecked, will cause more ultimate 
damage than marching ants, ter- 
mites, dry-rot, faulty 
plumbing combined. 


rust and 

Graven said that high heels have 
struck a blow at the very founda- 
tions of the American home and 
reduced the height of the 
male by four to. six 


have 
American 
inches. 


Chivalry in Canada 

The city of Alberta, 
has installed stepping stones across 
sidewalk gratings so that women 
won't get their high heels caught. 
The stepping metal 
plates in the shape of large feet 
placed at intervals to match a 
lady's stride. 


Calgary, 


stones are 


It's an idea 

A Davenport, la., shoe store fea- 
tured a pair of men’s shoes in the 
window. There was nothing un- 
about them except that 
they were a bright, fire engine red. 


usual 
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BOX HANDLERS 


LONG ARM* 


Phe ot Reem tee mie 
mm ba ie 





More ond More 
Chain 
Store 
Executives 


after trying Long Arms 

in one store, ore order- | 

ing them for other stores 

Lon Arms are the 
wickest, easiest, safest way to get shoes from 
@ high shelves. Long Arms with 24°, 34", i. 

60"" handles, $3.95; with 72" handles, $4.95. Post- 

@ge prepoid in USA. Specify handle length 

desired and if for men's or women's boxes. Your 


jobber or 
CARL BEEMAN 
Cedar Heights Rood 








ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 
prescribed by doctors 
as a supplement to casts in 





mild cases of talipes. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway ° Yonkers, N. Y. 





The manager admitted that he 
hadn't sold any. “But you should 
see how many people stop in aston- 
ishment to look at them,” he said. 


Ingenious 

An employee in a Milwaukee fac- 
tory dropped his safety glasses out 
of his shirt pocket, stepped on them 
with his safety shoes, skidded, fell 
and broke an ankle. 


Right 

Tim: You have your shoes on 
the wrong foot. 

Tom: Impossible! These are the 
only feet I have. 





Stamford, Conn 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 

big stocks of quality 

Branded Footwear 

direct from famous 

brand factories, At 

a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands Lowest Prices 


Largest Stocks 


Fas Featwwas 
MOSINGER-COHN 


1235 Woshington S$ 


Phone CE 1-6745 


All Price Ranges 








Deadly weapon 

Mrs. Joan Allen held for 
trial in London, England, after 
walloping a policeman with the heel 
of her shoe. The officer was hos- 
pitalized three days. He had tried 
to arrest Mrs. Allen’s husband. 


was 





SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


The Federal Government hears a plea for the traveler 


A plea for the creation of some 
agency or division which would be 
a focal point in official Washing- 
ton for the problems and interests 
of the traveling salesman was 
presented in person and by letter 
to Hickman Price, Jr., Assistant 
Secretary of Commerce for Do- 
mestic Affairs. 

The plea came from Marshall 
J. Mantler, managing 
Salesmen’s National Assns. His 
letter of recent date to Price said 
in part: 


director, 


“We are grateful indeed for the 
time you allowed us to present to 
you some of the problems of the 
traveling salesmen in the U. S. 
Our bureau represents directly) 
the interests of 40,000 members 
and indirectly the interests of ap- 
proximately 1 million traveling 
salesmen. 

“The traveling 
pays his own expenses and works 
on a straight commission basis 
with no guarantee of economic se- 
curity, represents a unique situa- 
tion. His . . . chances for economic 
success are steadily worsening. 

“The interests of these individ- 
uals are distinctive. In one sense 
they are in business for them- 
selves and are classified as inde- 
pendent contractors. In another 
sense, they are employees. Due to 
the ever increasing costs of trav- 
eling, the net income of these men 
continues to diminish during a pe- 
riod when the average take-home 
pay has increased. 

“Furthermore, at a time when 
the security of workers in the 
UL. S. is being more and more as- 
sured, the traveling 
have no security, serving at the 
pleasure of their employer-manu- 
facturer. Because of their unique 
status, their interests and prob- 
lems are overlooked by 


salesman, who 


salesmen 


respon- 


168 


sible Government agencies. . . 
“We were encouraged by what 
appeared to us to be an enthusi- 
astic reception. We hope sincerely) 
that this may be a good omen.” 


About SESTA’s chief 


Not only is soft-spoken Vir- 
ginia-born Ernie L. Miller a presi- 
dent, but he’s a vice-president. 
too! In his second year as presi- 
dent of South- 
eastern Shoe 
Travelers Assn., 
he is also second 
vice-president of 
NSTA. Moreover 
he was recently 
appointed to the 
National] Shoe 
Fair Committee, 
one of the first 
shoe travelers to 
be thus honored. ERNIE L. MILLER 

This traveler and retailer ‘he 
is both) believes that the biggest 
essential, whether in traveling or 
retailing, is sincerity. For younger 
salesmen coming along he has this 
advice, “Make a study of the 
shoe business as your life work 
suild up your customers’ confi- 
dence. I have found that shoe 
business presents a constant chal- 
lenge to the people in it; you will, 
also.” 

Born and raised in Roanoke, 
Miller went to high school there 
and took University of Virginia 
extension courses. He gained his 
first shoe retailing training with 
Propst Children’s Shoe Co. in 
toanoke. After five years there 
he spent eight years as shoe buyer 
for Ivey’s Department Store, 
Asheville, N. C. For the last 16 
vears, he has had a shoe retail 


News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom 
bardi Lane, Lakewood 15, Colorado 


Ernie Mil- 
ler’s Shoe Salon in Winners, Inc.., 
Asheville ‘he and his wife make 
their home in Asheville 

a 


business of his own 


First traveling job for Mille: 
was with Harvey Shoe Co., Cleve- 
land, covering Virginia and North 
and South Carolina. For almost 
five vears he has been traveling 
for Pan American Modes, Miami, 
covering northern Florida, Mis- 
sissippi, Tennessee, Georgia, Ala- 
bama, Kentucky and the Caro- 
linas 

Hobbies” 
pert on tree roses and camellias 
which grow in his yard at 3 Jar- 
naul Ave.) and his French poodle 
The Millers are members of St 
Mark's Lutheran Church, and 
Ernie is a Mason. Their daughter 
Sandra teaches at the University 


Flowers ‘he’s an ex 


of North Carolina 

Ernie Miller has been a member 
of SESTA for 16 years, having 
served as a director and in vari- 
He's been an NSTA re- 
gional governor, a director and 
now second VP. He's also a mem- 
ber of the Miami Shoe Show, The 
210 Associates, Asheville Mer- 
chants’ Assn., National Shoe Re- 
tailers Assn. and LS 


ous offices 


Prizes for decoration 

Travelers showing at the Co- 
lumbus (O.) Shoe Fair April 30- 
May 2 at the Deshler-Hilton Hote] 
will compete for three $25 cash 
awards in room decorations 

“All vou have to do is decorate 
your room and keep it attractive 
throughout the show.” said Herb 
Burgnon, show chairman of the 
Ohio Shoe Travelers Club. “A 
panel of professional decorators 
will visit each room and judge it 
for attractiveness, the way the 
shoes are displayed, and any inte- 
rior display material used, etc.” 
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Wanted to Purchase 








FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and Meesebeie Deh Oe Gg 


MORE CHILDREN’S SHOES ee ae 


YOU GET Complete Stocks and Stoel sce fy 


OF ES al Stores Solicited bare oe 7NY 
At All Times. >hone: WOrth 2-518 


YOU GET 











B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED Hf 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 


“ SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae- 
tien . . . quality men’s, 
women's and children's shoes. 


Fine Feotwear FOR OVER 46 YEARS 
MOSINGER-COHN 


Ma 1-3363 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekman 3-0141-2 














WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Mox L. Meltzer, Pres. Ivanhoe |-9830 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 


Chicago, Illinois 
Phone or Wire Collect 


Wabash 2-3797 


144 DUAN 
NEW YORK 
BE > 





FACTORY 
MANAGEMENT 














HEVERLE and HAY 


121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 





problems. 
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Classified and Want Ads 











SALESMEN WANTED 


HELP WANTED 








IMMEDIATE SALES OPENINGS. NATION- 
ALLY BRANDED THOMAS SHOES FOR MEN 
IN STOCK, RETAIL $5.95 to $12.95. Alabama 
Georgia, Tennessee, Arkansas, W. New York, 
W. Pennsylvania, Maine, New Hampshire, 
Vermont, Texes, Oklahoma. Write Brilliant 
Brothers Co.. 190 Lincoln Street, Boston I!, 
Mass. Full resume, references 











SALESMEN WANTED FOR CHOICE 
TERRITORIES Have short line of genuine 
moccasins for men and women Fine 
oafers, casuals and camp moccasins 
Ww C. Russell Moccasin Company, Berlin, 


consin 





TRAVELING SHOE SALESMAN: FLOR 
IDA AND NEIGHEORING SOUTHEAST 
ERN STATES. Complete line of men's and 
ys” shoes, boots and oxfords. May be car 

ing line. Liberal straight com 
ve experience and trade refet 
fg. Co., Sheboygan, Wis 


, SHOES SALESMEN 
OR QUALITY LINE PRE 
CEMENTS AND BONWELTS 
nd makeups. Territories open: Oklahoma 
exas, Ten: essee, Arkansas and Missis 
; Commission basis, side line no objectior 
pportunity The Kepner-Scott Shoe ( 
, Orwigsburg, Pa 


SALES REPRESENTATION WANTED 
WEST COAST, CHICAGO AREA, PHILA 
DELPHIA AND W ASHING TON, D ( for 


stock 


SALESMAN OHIO, INDIANA MICHI 
GAN OPENING FOR ES PERIENCED 
MAN EITHER FULL OR PART 

men's casual shoes retaili 
R. = - 

Box 





SIDELINE SALESMEN 
WANTED 


DESIG NER, 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD WATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











INFANTS’ AN . LOW 


PRICED LINE 
WITH 

tailers 

child's sizes 


Suoe Recx 
ielphia 39 


170 


SALES MANAGER WANTED A ST BE 
EXPERIENCED. FAMILIAR WIT whole 
sale shoe business Modern Shoe C 1201 
Washington, St. Leuis, Mo 
PATTERN MAKER FOR 
SLIP-LASTED WOMEN'S 


fabric shoes xcelent 


CALIFORNIA 
and men's leather and 
pay and working conditions. Factory ’ 
So. Norwalk, Con Send resume of experi 
ence, availability and salary requirements. R« 
ply t Box 873, Boor ano Snowe Recouper, 
( -hestn ut & Séth Sts., Philadelphia 39, Penna 


, ted it 
xated 


EXPERIENCED MEN TO SELL OUR 
LINE OF POPULAR PRICED DRESS AND 
WORK SHOES. MOST COMPETITIVE IN 
THE INDUSTRY ALO TOP IMPORTS 

ANY AS AND RUBBER. State background 

" labl lowa, Arkansas Texas 
Rocky Mountain States 
Foor anp Suoe Recorprs, 


Streets, *hiladelphia 


FOR SALE 











WOMEN'S SHOE STORE, 
SOUTHERN CALIF. ESTAB- 
LISHED 25 YEARS, RECENTLY 
REDECORATED. Three Nationally 
Advertised Brands Bedroom 
Slippers and Casuals. City of over 
500,000, downtown location. In- 
ventory $35,000.00. Reason—age 
and health. Presents a Golden Op- 
portunity for someone to step into 
a well established going business. 
Reply to Box 867, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Penna 














SIDELINE SALESMEN 
WANTED 


REPRESENTATIVES 
WANTED 





FOOT SOX MANUFACTURING HAS 
OPENING FOR SIDELINE MEN. Fast mov 
ing lowest priced foot vers holes 
and retailers Pocket samples Ss 
t lealers, stores, gladly submitted 
nission. All letters answered. Replies « 
tia Reply to Box 831, Bea 

apex, Chestnut & 56th Stre 

), Penna 

MANUFACTURERS ES 
LINE OF MEN'S, BOYS’ 

PERS AND SANDALS 
PARTMENT Rep to Box 
Snore Recoaver, Chestnut & 


elphia ,, cnna 





FOR SALE 


CHILDREN’S BOOTERY FOR 
THIRTY MILES SOUTH OF LOS 
GELES, ©. ALIFORNIA Merchand 
ture or f res De s write 

po Snore Re auer, ( 


adeiphia 39, Penna 





WOMEN’S W ALKING AND ARCH TYP? 
WORN SHOES. Well Rated Accounts. Write 
Post Office, Box 89, Syracus« New Y 

ews SHOF STOR! 

NATIONALLY advert 


es, 627 Laurel Street 


SHOE STORES SMALL CHAIN. PHILA 
AREA ALI ™ LOCATIONS. MODER 
TE PRICE FAMILY SHOES, NON brande 


al 


FAMILY DEPARTMENT STORE NA 
TIONALLY ADVERTISED BRANDS. WILI 
SELL FOR INVENTORY APPROXIMATE 

Must sell to settle estate. Rey 
toor ano Snore Recorner, Chestr 


Philadelphia 39, Penna 
ONE ALMOST NEW SIMPLEX 
mA HIN $50 plus handling 
Fr 11 


14 © Street. ~~ ' ‘Neb 


X-RAY 





WANTED TO PURCHASE 





WANTED, DAM AGE D. 
WORN SHOES, “as is” « 

Regular purchaser. Max Ne wmar 
Street, Philadelphia, Pa., KI 5-‘ 97 6¢ 


A NATIONA 
$4, $5 ar $ ‘ ‘ Lare volume 


wberai cor ‘ < ‘ « 
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PAY OFF / 


Selected to fit 
your needsl 
Ideas that will 
help you get 
real results! 








REJECTED, 
ior All tyre 


7 
VINCENT EDWARDS & CO. 

World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. 


Neme 


Compeny 
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This index is published as a convenience. No liability is assumed for errors or omissions 
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Mutual Shoe Sales Company 47 


Naugatuck Chemical Division of 
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Nohel Manufacturing Company 119 

Nunn-Bush Shoe Company 45 
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Sandler of Boston 
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Shoe Form Co. Inc. 
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Step Master Shoes Inc. 
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Taylor, Thomas, & Sons 
Thonet Industries Inc. 
Tingley Rubber Corporation 
Topps Shoe Store 

Tyer Rubber Corporation 


United Shoe Machinery Corpo- 
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Viner Bros. Inc. 
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Vulcan Corporation 
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Combine Breast Flap Laying 


With Quality Sole Attaching... 
2 


Production and economic advantages through 
combined operations 


Proven top quality sole attaching 
Simple reliable flap laying mechanism 
@ Fast, easy shoe handling 
@ Readily adjustable for heel height 


@ Quickly changed for conventional sole attach 
ing without removing pad boxes 


Let us demonstrate the Mpited, Cement Sole & 
Breast Flap Attaching Machine in your factory. 


Call your nearest United Office to arrange for a trial. 


UNITED SHOE MACHINERY CORPORATION 
BOSTtTon, MASSACHUSETTS 


oe 
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